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There’s an Industrial Revolution in 


irestome, for years a producer 
of tire fabric, has converted to one 
of the largest ordnance plants, and 
the most modern, in the world. 
This is a producing plant, not 
affected by cutbacks in defense 
spending. Gov- 
ernment orders, already signed, 
total some $41,000,000, assuring . 


steady work for 650 men. 


e For the past ten years, New Bedford has been going 
through a great industrial revolution. e New Bedford still has textiles, including some of the 
biggest and best mills anywhere, as this series will show later. Only the weak, less efficient mills have 
left. e Their places have been taken by other industries, oftering more jobs at better pay. Hence, 
New Bedford’s buying power no longer depends upon just one $ingle industry. New Bedford is now 
a highly diversified industrial center, with steady income derived from many different kinds 
of business. e The New Bedford skyline is bright with trademarks known the world over. From 
character and habit, the people who comprise this market have the pluck and skill to always 


come out on top. . 


Qcushnet 7 


' BIG, Th — WAMSUTIES 
Firestone revere Appa. Wor 


COPPER-BRASS 


CORNELL-DUBILIER 


CONTINENTAL 


aa) 
SCREW 


One Paper Coverage... — Both Daily and Sunday 


. arene "The Standard*Jimes 


GOODFYEAR 
200D, “The Nation’s Best-Read Newspaper” 


CITY ZONE COVERAGE OVER 99% @ ENTIRE MARKET COVERAGE OVER 91% 


today, 
a whole nation 
is concerned with =| 78)" “vine renter 


the children. McCall's shows 
these products in use and 
stimulates sales. 


KEEPING THINGS MOVING 


To the consumer goods manufacturer, this means keeping 
his production high . . . and his product moving—from the 
plant to the store to the home. 


If he is to succeed, the manufacturer needs three sales 
elements and one more. Happily, he has the ways and means 
at hand. 


e He must make his product familiar. 
e He must get his product stocked by stores. 
Millions of women need a e He must get his product bought and taken home. 


freezer... anewrange... 


ORIN: 9 OUR. But the crux of his problem—the fourth element in his 
a washer... to make life 


more comfortable. McCall's moving platform for sales—is this: 


romotes constant and mo : 
officiont use of appliances, P e He must get his product used . . . used regularly, 
— used in many ways, used in new ways. 


Without use there can be no new sales, repeat sales, addi- 
tional sales. Without use, nothing moves. 


Getting the product used is something many media are not 
geared to do. But getting things used is the strongest of 
McCall’s strong points. 


If you, too, are concerned with keeping your product 
moving .. . your next move is into McCall’s, 


_h McCalls 


want new foods. . . new ideas. 
McCall's menus give them these 


ideas and get products used. keeps things moving 
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good fishing 


I} you’re fishing for ways and means to 
make your direct mail more attractive 
and more effective, call James Gray, 
Inc. 

We've learned, in thirty-four years, ex- 
actly what bait your mailadvertising 
needs to lure more business, more 
sales, for you. 


Best of all, you needn’t cast around for 
service when you call James Gray, Inc. 
Because we are direct mail specialists, 
we'll attend to all the phases of any as- 
signment ... from the ideas that spark 
your sales campaign right through to 
final distribution. One call brings you 
complete facilities for lithography, 
printing, letter production and mailing. 


Get economical, efficient service for all 
direct mail needs . . . get on the line 
to James Gray, Inc. 

*Ask us how we help The Epicures’ 


Club hook a mail selling success. 


New York 17, . : 
MUrray Hiil 2-9006 
lettercraftsmen 
lithographers 
printers 


Soles Menage 
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ADVERTISING 


Now Look Who Uses Ads—Russia! 


R-O-P Color 
Ups Readership 


A new study of black-and-white vs. run-of-paper color ads 
in The Milwaukee Journal demonstrates added pulling power. 


DISTRIBUTOR RELATIONS 


What Distributors Want in 
Manufacturers’ Factory Schools 


In 1954 you'll have to fight harder for a share of your dis- 
tributor salesmen’s selling—and training—time. Which sup- 
pliers will get the opportunity to give salesmen a stiff work- 
out in product knowledge and techniques of salesmanship? 
By Louis H. Brendel, Merchandising Director, James Thomas 
RE GM. wei civcciccccccccessssccecvavenes 


EXECUTIVE HEALTH 


Why So Many Wives Worry 
Abcut Executive Paunch 


They’re diet conscious and wish their husbands were, too. 
But can a sales chief entertain customers in the style to which 
they’ve become accustomed—and keep his waistline down? 
Doctors—and chefs—have surprising, good news for you. 

By Caroline Bird 


FEDERAL REGULATIONS 


Ike's Federal Trade Commission 
Takes a New Look at Codes 


110 are now in effect and more are to be issued as the FTC 
moves to clean up industry malpractices on a wholesale basis, 
rather than through individual prosecutions. Here’s a sum- 
mary of currently banned words and acts in many lines of 
business. 


By Jerome Shoenfeld, Washington Editor .. 


MANPOWER 


The 1960 Sales Executive: 


A composite picture of 114 nominees. 
By Dr. W. J. E. Crissy, George J. Vinson, and Henry Masuda. 
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MARKET RESEARCH 
Want Confidential Purchase Data? 
It's All in How You Ask 


Once a year Kaiser Steel gets customers and prospects to tell 
how much they have bought from all sources. Reasons: Kaiser 
offers a selfish benefit, issues a good questionnaire, follows up 
on non-respondents, gives everyone a playback. 

By B. E. Etcheverry, Director, General Planning Dept., 
Kaiser Steel Corp. 


MARKETS 
Where to Get Basic Data 
On 225 Metro Areas 


Now you can pinpoint for salesmen advertising support in 
each of 225 areas through newspapers and Sunday supple- 
ments. 


NEW PRODUCTS 
How to Give Your New Product 
A Real Chance to Succeed 


Things you ought to know about evaluating merits of a po- 
tential new product, how to price and market test it, when 
to bring it out through department stores, and the character- 
istics of the ideal new item for your line. 

By Etna M. Kelley .... 


SALESMANSHIP 


26 Traits of the Good Salesman 


(As seen by 31 winners of Distinguished Salesman’s Award) 


TRADE-INS 
What Your Dealers Should Know 
Akout Farm Machinery Trade-ins 


Benefits to offer the prospect shopping for the best deal, tips 
on re-conditioning equipment, finding profitable buyers. 
By Edwin A. Hunger 
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Advertisers’ Index .. asia ae 
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Note: 1952 investment of manufacturers in 
new plant and equipment alone $12,070 
000,000 according to Statistical Abstract 


Your direct line to 80% 
of what U.S.INDUSTRY BUYS 


4/5 of all the equipment, parts and 
materials which U. S. Industry will 
buy in 1954 will be purchased 

by the 40,000 most active, best 
rated plants and buying offices . . 
86.6% rated $100,000 and up; 
58.7% rated $1,000,000 and up. 


64,000 officials in these 40,000 buying 
units are the dominant influence in se- 
lecting the products purchased. They are 
the 64,000 people who regularly read 
and constantly refer to Industrial 
| Equipment News. 
| Why be satisfied to reach only some of 
these people some of the time when, 
through IEN, you can reach all 64,000 
every month .. . where they look for 
| product information ... when they are 
looking for products like yours? 
Your sales potential is 80% of the total 
| U. S. industrial market when you in- 
vest in IEN advertising space. Your in- 
vestment is only $150 to $160 a month. 


USE THIS COUPON FOR HELPFUL INFORMATION 


Industrial... 
Equipment (|) >) 
News as 


Sadeensted Gestpmene News 
Thomas P. phe ad 

461 8th Avenue, New York 1, N.Y. 
Send to 


Name. 
Title 
Company 


Address. 


The + ~ aaa 


Founded 1933 


COMPLETE MEDIA DATA FILE [)... or... 
THE IEN PLAN () HOW TO PREPARE 


“ 1/9th-PAGE ADS o 


INQUIRY QUALITY, 


CCA AUDIT REPORT NOT QUANTITY Oo 


ADVERTISING RATECARD (1) inouimy CHECKING SHEET [) 
CHECK CHART FOR ADVER- 


TSEMENT ANaLYsis §—p) UBHCITY WORK SueET (J 


Pua that eas * !/ 


Say you want to advertise coal 
handling equipment to the power 
generation market. You buy space 
in a utilities trade magazine 
which sparkles with imposing cir- 
culation and many pages of read- 
ing matter. 


But all that glitters there is 
not coal, on two accounts: (1) 
Only a part of the readership em- 
braces men who have to do with 
coal. (2) The amount of coal 
editorial matter given them 
amounts to something less than 
a lump in the 
bucket. 


The same circumstance confronts *) 
you in automotive, food, chemical, 
steel, cement, textile and other verti- 
cal publications. 


On the other hand, take a 
horizontal book called UTILIzA- 
TION (Uty for short). All that 
glitters in UTILIZATION is coal, 
because this “‘magazine of coal 
uses” cuts sharply across vertical 
lines with respect both to circu- 
lation and to editorial usefulness. 
“Uty” is read by the men who 
handle 90% of U. S. annual coal 
consumption in: 


- Electric utilities, municipal and private power 
stations - Steel, cement and chemical plants - General 
manufacturing - Coal retailers and wholesalers - Coal 
docks and rail terminals - Plus many hospitals, schools 
and public buildings. 


Unique UTILIZATION is the only publication any- 
where which thus covers the tremendous, but virtually 
untapped market of coal users. If you’re prospecting 
for the buying influences where coal is burned, 
bought, docked, exported, handled, used for 
manufacture, resold, shipped or stockpiled— 
strike it rich. Utilize UTILIZATION! 


| | tilization 
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Perfect Cake 
Flaming Sword 
Plane Facts 
TV Topper 


@ “You get a perfect cake every time you bake,” guar- 
antees Betty Crocker of General Mills. This antidote for 
women’s fear of cake-baking failure—plus good-enough- 
to-eat pictures and warm, friendly words—sets the pattern 
for Betty Crocker Cake Mix advertisements that get high 
impact and readership ratings. This one gives grocers 
extra sales of California Cling Peaches and vanilla pudding. 


© Advertisements like this one for the “Mach Bust- 
ing” F-100 Super Sabre remind executives and engineers 
that North American Aviation, Inc, is the world’s No. 1 
plane producer. Run in magazines and newspapers, the 
BBDO-Los Angeles-prepared series dramatizes North 
American’s years-ahead leadership in research and devel- 
opment on aircraft, guided missiles and atomic energy. 


@ Bostonians wax enthusiastic over fish cakes and 
beans—and shish kebab served at “The Promenade.” 
Located at Boston’s airport, this restaurant wanted to 
draw patronage from miles around. So they ran advertise- 
ments for “flaming-sword” dishes. Result: waiting lines. 
BBDO handles advertising, menu and matchbook design, 
and promotional pieces for the entire Union News chain. 


Q There’s something for everyone in Armstrong’ s Circle 
Theetre (Tuesdays, NBC-TV). Presented by Armstrong 
Cork Company it is rated TV’s top live half-hour dramatic 
show. Stories ,or “Circle” are bought, edited, and ocea- 
sionally written by BBDO. Commercials for Armstrong’s 
Floor Coverings, delivered by announcers Campbell and 
Sherry, go out over 68 stations, 19 more than last year. 


BATTEN, 


NEW YORK 


BARTON, DURSTINE 


* BOSTON « 
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We feel strongly that Mergenthaler’s continuing lead- 
ership is best assured by constant study of those design 
developments which can make our machines even bet- 
ter, faster, more versatile, and economical than they 
are today. Product Engineering's wealth of information 
on design progress makes this magazine essential 
reading for us. 


Louis Rossetto 
Director of Research and Engineering 
Mergenthaler Linotype Company 


THE MEN WHO DESIGN 


SALES MANAGEMENT 


He leads design at Mergenthaler Linotype 


HE READS PRODUCT ENGINEERING 


You advertise here to reach the concentrated heart 
of the Original Equipment Market's $30-billion 
buying power 


There was a time, not many years ago, when the total national budget was less 
than $30-billion. Today, however, that much annual buying power is concen- 
trated in the Design-Engineering Headquarters where industry’s new machin- 
ery, equipment, and appliances are created. 


This simple fact makes the Original Equipment Market one of the most profit- 
able of all industrial markets to cultivate . .. and Product Engineering one of 
America’s great advertising forces. 


Alone among all industrial magazines, this one has an all-paid circulation of 
over 26,000* management-concentrated design-engineers. And the influence 
Product Engineering exerts, within industry’s less than 8,000 important Design- 
Engineering Headquarters, leads over 800 advertisers to invest more pages and 
dollars here than are invested in any other magazine edited for the basic buyers 
of parts, materials, components, and finishes. 


The sales-wise facts about Product Engineering have never been more im- 
portant to know about than now. Your Product Engineering representative has 
all of them. Call him today, or write directly to us at New York 36. 


*As of November, 1953. June, 1953 ABC net-paid was 22,968 


Product Engineering 
A McGraw-Hill Publication 
McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Atlanta 3, Boston 16, Chicago 11, 
Cincinnati 8, Cleveland 15, Dallas 1, Detroit 26, 

Los Angeles 17, New York 36, Philadelphia 3, 
Pittsburgh 22, San Francisco 4, St. Louis 8 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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OF ALL 
CONSUMER 
SPENDABLE 
INCOME 

IN 


HOUSTON'S 

ENTIRE 

RETAIL 

TRADE - 


ZONE eseresvsvsereeee ic CONCENTRATED IN 
HOUSTON and HARRIS 
COUNTY... WHERE THE 


HOUSTON CHRONICLE 
DOMINATES!!! 


(a 


For Example ...in Circulation: 


Daily City Home Delivered 
’ than 2nd Paper! 

Sunday City Home Delivered 
’ than 2nd Paper! 

Daily City Home Delivered 
’ than 3rd Paper! 


The HOUSTON CHRONICLE DOMINATES 
IN NEWS, CIRCULATION 


ADVERTISING AND Lesults! 


Sources: ABC Publi-her's Statement, Sept. 30, 1953 
+ and Standard Rite & Data 


The Houston Chronicle 


JESSE H. JONES, Publisher R. W. McCARTHY, Advertising Director 
JOHN T. JONES, JR., President M. J. GIBBONS, National Advertising Mgr. 


THE BRANHAM COMPANY—National Representatives 


LETTERS 
TO THE EDITORS 


TAX ON A TAX 


I was interested in your very fine 
article entitled, “Don’t Forget Uncle Sam 
in Your Contest Prizes” (SM, Feb. 1, 
p. 58). 


Having been involved in running many 
prize contests for Johnson & Johnson, I 
have become quite familiar with the many 
aspects of running such contests. On the 
first page of your article you have a box 
listing three things which you classify 
under the heading, “Why Not?” The 
second of these is “Pay the tax yourself, 
and add to winner’s pleasure, making 
your contest more successful.” As you 
may or may not know this is an excel- 
lent idea and one which we have used 
in the past. It is necessary, however, 
when this is done for the salesman to still 
pay the tax on the tax paid by the com- 
pany running the contest. 


Colyer W. Garre 


Director of Sales Service 
Johnson & Johnson 
New Brunswick, N. J. 


LET THE AGENCY HELP 


We certainly agree one-hundred per- 
cent with Al N. Seares, vice-president of 
Remington Rand Inc., in his approach 
to 1954 sales problems via analysis of 
all of the best sales facts obtainable 
(SM, Jan. 15, p. 74). It is frankly in- 
conceivable to us how any marketer can 
operate without taking the time and mak- 
ing the effort to assemble all the facts 
bearing on sales problems and opportun- 
ities, and to formulate a plan of attack. 
But, surprisingly, we have seen many 
firms that have failed to get down to the 
kind of bedrock sales analysis which Mr. 
Seares describes. 


For one reason, it takes time. Secondly, 
it takes facilities to get the facts. Thirdly, 
it takes assembling and know-how to use 
the information obtained intelligently. 


We were a little surprised that Mr. 
Seares failed to mention that marketing 
plans are mandatory to deciding his com- 
pany’s advertising and promotion strategy. 
For, in this omission, he left out a major 
function role of an advertising agency, 
as we see it. Most good agencies can 
write good copy, but the marketing plan 
which Mr. Seares describes we believe 
should be developed in joint effort be- 
tween a company and its agency. In fact 
we at Ross Roy, Inc., even believe that an 
agency should actually develop for its 
clients the type of analysis Mr. Seares 
uses. If more terms called upon their 
agencies for this kind of planning there 
would be better agencies, better advertis- 
ing and more sales, the key to profits. 


William M. Ziegler, Jr. 
Vice-President and General Manager 


Ross Roy, Inc., N.Y. 
(continued on page 12) 
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SM FRANCISCO TO BOST 


Long Distance Rates Are Low. These are the daytime station-to-station rates for the first three minutes and do 
not include federal excise tax. Long Distance rates are even lower after six every evening and all day Sunday. 


You save days and dollars 
when you go Long Distance 


MARCH 1, 


There is hardly any limit to the 
time, money and waste motion 
Long Distance telephone service 
can save in a single business day. 

Here are only a few of many 
things you can do by telephone: 
Make appointments to avoid fruit- 
less visits. Complete sales with 
new contacts or old customers. 


1954 


Make purchases at advantageous 
prices or when emergencies arise. 
Satisfy complaints promptly and 
personally. Make collections by 
dip.omatic, friendly discussions of 
overdue accounts. 

Many companies have found 
that a small investment in Long 
Distance pays big dividends. 


R 
BELL TELEPHONE SYSTEM ( ): 
p 

fy 


Long Distance Doesn't Cost—It Pays. 
We have some specific suggestions 
for the profitable use of Long Dis- 
tance in Sales, Purchasing, Ad- 
ministration, Traffic, Production, 
Engineering and Accounting. If 
you would like to discuss them, 
just call your Bell Telephone 
Business Office. 
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_ THE STRONGEST ENDORSEMENT 
ADVERTISERS EVER GAVE AN 


ARCHITECTURAL MAGAZINE 


Architectural 
‘Record 


2931 Architectural Magazine 


pages 


_ Architectural 
Forum 


1823 pages 


Advertising Page Volume —1953 


Progressive 


Architecture 


1757 pages 


in 1953 building product manufac- 
turers and their advertising agencies 

. placed 2,931 advertising pages in 
Architectural Record—the largest ad- 
__-vertising oe by an 
architectural. magazine 


the field by over 1, es ad- 
vertising—the widest margin in history. 


again in 1954... reach active architects 


~ and engineers—building product advertisers 


are placing primary ‘reliance on 
Architectural Record, the one magazine 

. . edited 100% for architects and 
engineers who control the spending of four 
out of five of the nation’s building dollars. 

. geared editorially to the changing 
professional needs of architects and 
engineers as revealed by Dodge Reports 
of building planning activity. 

. . steadily preferred by architects and 
engineers in 51 out of 58 readership: 
studies sponsored by building product 
manufacturers and advertising agencies. 


. providing verifiable coverage (documented 
es Dodge Reports) of over 85% of alll 
architect-designed building—anonresidential 
and residential, small and large. 

. serving the largest audience of 
architects and engineers ever assembled 
by an architectural magcizine. 


Architectural 
Record Ss. 


119 West 40th Street 
New York 18, N. Y. 


Operates the Largest Company-Owned 
Fleet of Moving Vans in America! 


> Probably one of the most essential elements of any long- 
distance move is the quality and condition of the van in 
which the goods are moved. Mayflower not only puts the 
nation’s largest fleet of company-owned vans at your dis- 
posal, but Mayflower vans are all up-to-date models, espe- 
cially designed and equipped for maximum protection of 
the furniture they carry. There are no tailgates on May- 
flower vans. Everything rides safely, locked inside the 
weatherproof trailer. For safe, trouble-free service on com- 


pany personnel transfers, call your local Mayflower agent. 


AERO MAYFLOWER TRANSIT CO., INC. - INDIANAPOLIS 


Mayflower’s organization of selected warehouse agents provides on-the-spot 
representation at the most points in the United States and Canada. Your local 
Mayflower agent is listed in the classified section cf your telephone directory 


LOST VERSE DEPARTMENT 


® One of our subscribers (name 
withheld upon request) has been try- 
ing to run down the entire poem, 
author, etc., of which the following 
verses are excerpts. Our own files— 
and memories—didn’t yield the an- 
swer so we're throwing the problem 
into our readers’ laps. We'll be glad 
to forward the answer on to the puz- 
zled president. Please address your 
letter to “The Editors,” Sates MAn- 
AGEMENT, 386 Fourth Avenue, New 
York 16, N.Y. 


“Said the big red rooster to the little 
brown hen 
I haven’t had an order since I don’t 
know when... 


The worms are there as always 
I’ve just had to dig like hell... 


Later, when things are fine 
I'll sell a thousand firms 
In the meantime, the old brown hens 
are out 
And gobbling up the worms.” 


WILSON RINGS THE BELL 


I always enjoy reading the articles in 
SALES MANAGEMENT and have just read 
“Disappointment vs. Discouragement” 
(SM Feb. 1, p. 39) by John M. Wilson, 
vice-president, The National Cash Reg- 
ister Co., which I would appreciate hav- 
ing permission to reprint. 


Charles E. Bowes 
President 
Bowes “Seal Fast” Corp. 
Indianapolis, Ind. 


& Mr. Wilson is happy to have sales 
executives reprint his piece. He has 
also made reprints available to NSE 
for distribution to members. 


THE S.P.M. FUNCTION 


Your issue of Jan. 15 (p. 36) con- 
tained an article which was long overdue. 
I refer to William Kelly’s report on the 
results of his canvass of 44 sales promo- 
tion managers. His findings can prove 
extremely valuable if we are really enter- 
ing an era of “hard selling”. 

I should like to make an observation 
concerning the editorial comment on page 
27. You suggested that “Perhaps one of 
the most important implications to be 
drawn out of this report is the possibility 
that the confusion in sales promotion may 
be one of the big basic reasons why so 
many companies suffer from poor co- 
ordination between personal selling ef- 
fort, advertising and sales promotion and 
merchandising.” Personally, I believe this 
analysis puts the cart before the horse: 
Rather than confusion destroying co- 
ordination, I think that inadequate co- 
ordination is responsible for the confu- 
sion. If my view is the correct one, the 
blame must be pinned on top management. 

M. A. Mayers 
General Manager 
Closed Circuit Operations 
Du Mont Television Network 
New York, N.Y. 
{continued on page 16) 
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The Southwest listens to WOAT! 


To “sell” the magic market of the Southwest, 


“buy” WOAI of Texas. That’s how to cover 


a bigger chunk of Texas. That's how to get 


people to listen to your sales messages 


west through New Mexico deep into Arizona... 


north into Oklahoma, Kansas and Colorado... 


east into Louisiana .. . and farther. 


No combination of media can give you this 


great coverage at such economical cost. 


“The most powerful advertising 
influence in the great Southwest” 


1200 on every dial 

50,000 watts clear channel 

San Antonio, Texas 

NBC affiliate 

represented by Edward Petry & Co., Inc. 
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We're reaching consumers - 
more sales volume for GOOD 


IN 24 MAJOR AMERICAN 


STL 


How to be sure when you buy 


Every product advertised in Good Housekeeping will be promoted 
to consumers in ads like this appearing month after month on the 
women’s pages of the country’s most influential newspapers, with a 
total circulation of 10,377,945 


24 MAJOR MARKETS 


SUNDAY 
city NEWSPAPER CIRCULATION 


New York JournalAmerican . . . . . . « « « ~~ «©982,681 
Chicago ee ee a a 
Los Angeles a ee ee 
Philadelphia Ee ae ee ee ee 
Detroit a ee, 
Boston Sunday Advertiser. . . . . «~~ « » 565,469 
San Francisco NN a: @- ea wee oe & 1 eee 
Pittsburgh Pe 5 oss el le 6 ee & ee 
St. Louis ee a ee 
Washington a 
Cleveland 0 SE ee a 
Baltimore SundeyAmericon 6 ww tt te tw w= 
Minneapolis ES Sn eh ae eee ee 
r Buffalo Cowier-Express. 2... 2 2s - - «6(293,553 
a = Cincinnati 6 6. w.% eb ee 6 el a ee 

= Milwaukee ee ee eee et 
Kansas City EE a TE 
Houston ee oe a eee ee 
Seattle Post-Intelligencer . . . . . . ~~» « « 260,088 
Atlanta Journal-Constitution . . . inva ss Se 
Dallas Wes (6. « ob a6 o We se ee 
Indianapolis em era x be ae ae ee a a 
San Antonio ea ea a 
Albany Times-Union. . . . o. @, os eee 


TOTAL CIRCULATION 10,377,945 

Choose products guaranteed 
x Ads hitting month after month during 1954, telling more than 
by Good Housekeeping ten million consumers what products are currently being advertised 
in GOOD HOUSEKEEPING, and why these guaranteed* brands 
are more dependable. Added to GOOD HOUSEKEEPING’S own 
ut ly etl tat te, wt te any ; fon bore eh readership of 10,650,000 per issue, this means that—month after 


mabey whe work with oe 


aalimz iene mt sete Th $250 nome permanent for reap, ; month—-GOOD HOUSEKEEPING advertisers will get their story 


a 
HSwearnousunnB 
x 


> omenta 


on pw 
shemks out of Gt money waned The $550.00 home Pp _— o 
dean Gu gp uo aed Sd ocrmny dunes clvamniug Giupedanrebe fame Shen told over 21 million times! 


WATCH THIS NEWSPAPER FOR ADVERTISING TELLING YOU WHERE TO BUY THESE GUARANTEED PRODUCTS 


Good Housekeeping 


++. the homemakers’ bureau of standards 
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where they live to get 


HOUSEKEEPING 


MARKETS ... THAT ACCOUNT FOR 


This program will be backed by vigorous tie-in promotions by leading retailers 
in every important sales category 


To implement the campaign, GOOD HOUSEKEEPING has planned 
a series of keyed promotions on foods, drugs, apparel, home furnish- 
ings, hardware and cosmetics in each of these 24 major markets. Many 
retailers are already committed to run tie-in newspaper advertising and 
point-of-sale displays. The 24 newspapers represented will use their 
local influence with retailers to increase dealer participation in this 
great national sales program. 


<T OR 4 RtFunp oF 

Guaranteed by 

Good Housekeeping 
~ 


“or 


45 apvenrist 8s earns it. 


advertisers 


41% of all food sales 

42% of all drug sales 

49% of all apparel sales 

42% of all home furnishings sales 

24% of all building material and hardware sales 
34% of the entire U.S. population 


This complete manufacturer-to-consumer program offers unmatched sales 
opportunities to Good Housekeeping advertisers 

No selling campaign ever linked national advertisers so directly with 
retailers and consumers. No magazine but GOOD HOUSEKEEPING, 
with its vast prestige and acceptance, could possibly offer a program 
of this magnitude. Only products that are acceptable for advertising 
in GOOD HOUSEKEEPING can participate. If your product quali- 
fies, ask us today how you can get aboard this great selling campaign. 


Women know... 


the product that has it, 


Good Housekeeping - 


THE HOMEMAKERS’ BUREAU OF STANDARD 


+ S7TH STREET AT 8TH AVENUE, NEW YORK 19, N. ¥. « 20,850,000 
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Seagram's Gin ts 
so Dry and Smooth 


it’s almost a 
martini in itself. 


SENS 


rn 


— 
* 


The Golden Touch 
of Hospitality 


DISTILLED Dry 


Gin 


SEAGRAM-DISTILLERS CORPORATION, NEW YORK CITY. 
90 PROOF, DISTILLED DRY GIN, DISTILLED FROM AMERICAN GRAIN. 


I was extremely interested in the sub- 
ject matter presented January 15. 


After reading the article I feel very 
happy that our organizational setup is 
such that considerable teeth are placed 
into the job of Manager of Sales Promo- 
tion. He ranks equally with the sales man- 
ager and manager of marketing, with 
these three titled jobs reporting directly 
to the vice-president of sales. 


Part of my function is to travel 
throughout the country calling on the 
major accounts (we deal with the en- 
gineers of the private power utilities, the 
municipal utilities and public power 
groups, such as Bonneville, TVA and 
REA) to obtain the pulse of the industry, 
to determine the effectiveness of our prod- 
ucts, their acceptance and what we can 
do to improve them. 


The gripe now comes in that the mo- 
ment a card with the title, Manager of 
Sales Promotion, is passed on to the man 
you wish to see, the tendency is for an 
invisible barrier to be established between 
the two individuals, because involuntarily 
the concept of a high-pressure promo- 
tional individual is brought to mind on 
the part of a customer. 


I certainly do not know the answer to 
this problem completely, and there must 
be dozens of others in like position who 
could mutually benefit by an exchange of 
ideas. . . . I would be delighted to par- 
ticipate in any such group meetings. 


Albert R. Waehner 


Manager, Sales Promotion 
Line Materials Co. 
Milwaukee, Wis. 


SALT "SELLER" 


In the article on Morton Salt (SM, 
Dec. 1, p. 76) Sterling Morton says he 
does not know who first suggested their 
famous slogan. 


About twenty-five years ago G. Herb 
Palin, the slogan writer, told me he was 
sitting in the Advertising Club in New 
York on a rainy day when a telephone 
call came from the Morton Salt Co.; they 
were looking for a slogan that would get 
over the idea that their salt would run 
freely even in damp weather. 


Palin said that as he was sitting there 
watching the rain beat down outside, a 
thought came to him and he said, “What 
you mean is that when it rains, it pours.” 
If I remember right Mr. Palin got a 
check for $200 for the idea. 


The old-timers in the advertising busi- 
ness, especially around New York City, 
will well remember G. Herb Palin who 
was crippled with arthritis, partly blind 
in one eye, whose hearing was not the 
best; yet he managed to knock out a 
couple of hundred dollars a day or more 
in writing slogans. Since he was not able 
to get around easily, he had a chauffeur 
drive him. He would stop at a manufac- 
turer’s office, tel! the girl at the desk to 
announce him as G. Herb Palin, the man 
who wrote, “Eventually, why not now,” 
“Ask the man who owns one,” “See 
America first,” and so forth, and then 
sell the president the idea of letting him 
write 10 slogans for $100. 


Ernest Eberhard 
District Manager 


Sweet’s Catalog Service 
Philadelphia, Pa. 
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“BUSINESS 
PUBLICATIONS 


constitute our greatest instrumentality 
for adult business education 

and exchange of know-how. 

They are veritable 

textbooks for the sciences, 

businesses, industries 

and professions 

that they serve.” 


Lee H. Bristol, President, Bristol-Myers ‘Company 


Staying ahead of important developments is a must 
for all executives in business, in industry, in pro- 
fessions, As Mr. Bristol says, business publications 
are veritable textbooks. But, more than that, they 
are current revisions of the texts of essential busi- 
nesses, industries and professions. Forecast shadows 


of the coming events on the business horizon are 


shown to American leaders in each issue of business 


publications. Specialized periodicals, often sharply 
focussed, cover many specific fields. No man in 
leadership, or in training for leadership, can afford to 
miss the regular reading of his business publications. 
That’s why advertising pages of the Business Press 
make such a direct route for anyone who has anything 
to sell to the buying factors in business, industry or the 
professions. 


NipiP 
| 


The United Business Press 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH STREET, N. W. « WASHINGTON 5, D. C. + 


The national association of publishers of 
162 technical, scientific, industrial and pro- 
fessional magazines, having a combined 
circulation of 3,524,478 ...audited by 
either the Audit Bureau of Circulations or 
Business Publications Audit of Circula- 
tions, Inc... . serving and promoting the 
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STerling 3-7535 


Business Press of America... bringing 
thousands of pages of specialized know-how 
and advertising to the men who make deci- 
sions in the businesses, industries, sciences 
and professions... pinpointing your audi- 
ence in the market of your choice. Write 
for complete list of NBP publications. 


Is that 
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sales call 


worth 
$1700? 


S$$SSSSSSSS$ Today STEEL helps you do two jobs 


that provide the answer to that question 


Seventeen dollars is the price industry pays today for the average sales call. When 


you're buying calls at this price, you’ve got two problems: 


L. To guide your salesmen to the kind of prospect who represents potential 


volume sufficient to make $17.00 sales calls pay off. 


2.. To boost your salesmen’s productivity by preconditioning the market in 


advance of salesmen’s calls. 


To help you solve both, STEEL continues to gear its publishing and circulation pro- 
grams to the needs of the world’s largest industrial market. 

That’s why, through the pages of STEEL, you reach more U. S. metalworking plants 
with the most industrial buying power. 

Moreover, you back your salesmen’s efforts by talking to the “influential four” in 
metalworking ... the key management, production, engineering and purchasing execu- 
tives who say “‘Yes” or “No” to the order. 

Isn’t this the kind of help you want and need today to put action into and pull returns 
out of those $17.00 sales calls? 

Talk to the man from STEEL. He has market facts and figures, and other sales 
direction aids you'll be interested in. STEEL, Penton Building, Cleveland 13, Ohio. 


PUT THE STRENGTH OF | 


INTO YOUR ADVERTISING PROGRAM 


THE HUMAN SIDE 


Sources Media Records, year 1953 


EASY ON THE EARS... Have you sworn off beer because you hate 
the TV commercials? Are you using cold cream because the soap 
jobs have you in a lather? Relax: Blab-Off will reduce the spiel to 
golden silence. 


That's the ADVERTISING picture 
in the Newark, New Jersey market 


A Simple Gadget 
Curbs Those TV Commercials 


Wrote a Baptist minister from the Deep South: “I haven’t listened 
to a cigarette or beer commercial in six months. It’s wonderful!” 
Wrote another happy owner: “Greatest boon since penicillin.” Still 
another: “It’s out of this world and makes the commercials that 
way, too.” 


They were all praising a little device—called Blab-Off—sold in 
department stores and television shops for $2.98. What does it do? 
It enables anyone sitting within 20 feet of a TV set to turn off the 
sound of objectionable commercials, turn on the sound again when 
the blabber finally ends his spiel. Meanwhile the picture continues 
to be shown on the screen. Or it provides a spate of welcome silence. 
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Blab-Off has just been sold to Standard Concessions, Inc., a lead- 
ing distributor of candy to movie houses. Previously the product was 
owned by Audio Controls Corp. And Audio’s sales manager, Robert 
Grant, was the guy who helped make the product a big seller. 


Before Bob Grant reached this state of Nirvana he daily tore his 
hair. For a while it looked as if the overwlielming majority of U.S. 
citizens had bought TV sets simply because they loved those com- 
mercials. He suffered agency—or lack of agency—troubles; he was 
confounded by the apathy of the long-suffering TV audience. It’s 
all quite a story... 


Paper "B" 14,084,008 lines 


Blab-Off is the invention of a top executive in a leading advertising 
agency which annually places millions of dollars in TV advertising. 
Consequently he’s played his role of inventor so quietly that only a 
bare handful of people know it. He, naturally, in his agency role, 
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UNITED KINGDOM GERMANY (West Zone) 
50,429,000 49,005,000 


 ~ 


SWEDEN 
7,126,000 


CANADA 
Population: 14,781,000 


FRANCE 
42,600,000 


ITALY 
47,015,000 


BELGIUM 
8,705,000 


ARGENTINA 


18,056,000 86,700,000 


ew & 


UNION OF 
SOUTH AFRICA 
12,912,000 


NETHERLANDS 
10,377,000 


AUSTRALIA 
8,829,000 


PAKISTAN 
75,842,000 


SWITZERLAND 
4,884,000 


MEXICO ’- BRAZIL 
28,053,000 55,772,000 


World SALES opportunity 


Here are the 17 strategic world markets open to 
U.S. businesses, shown in relation to national income. 
Are you taking full advantage of them? 


When you market a product 
away from home, will local cus- 
tom make it acceptable or taboo? 


What about buying habits in Belgium 
. . » pricing in India or packaging in 
Brazil? To fit international markets 
into your sales picture, on-the-ground 
knowledge plus world-wide experience 
is needed. 

Staffs of the J. Walter Thompson 
Company’s 29 offices throughout the 
world have both. They can answer such 
questions to our clients’ advantage. 

Working with both U. S. and local 
businesses, we help them develop profit- 
able markets for their products and 
services both at home and abroad. 
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In each of our international offices, a 
great majority of the staff—243 out of 
the 248 in India, for example—are 
citizens of the country. 


As a result, our clients’ advertising 
speaks the language of the land, the 
idiom of the local market. 


And in addition, world-wide ex- 
perience is brought to bear. For all the 
offices of the J. Walter Thompson 
Company, domestic and international, 
profit by a cross-fertilization of ideas 
through a continuous exchange of facts 


and people. 

If you’re considering expansion of 
markets for your products, we would 
like to discuss it with you. 


Principal international offices of the 
J. Walter Thompson Company 


. Buenos Aires 

- Sydney and Melbourne 
ecw aes . Antwerp 
- Riode Janeiro and Sao Paulo 
Montreal and Toronto 

. Santiago 
London 
Paris 


Argentina . 
Australia 
Belgium 
Brazil 
Canada . 
Chile . 
England. 
France . “ar 
W, Germany... 0 es Frankfurt 
India . Bombay, Calcutta and New Delhi 
Rete oc SOS ae eS Oo eee 
Mexico . ‘ eS sa Mexico City 
South Africa . . Durban, Cape Town, 
Johannesburg and Port Elizabeth 
Uruguay Montevideo 


International Division, New York 


TERE. SES jy, offices in: 


New York, Chicago, Detroit, Los Angeles, 
Miami, San Francisco, Washington, D. C. 


J. WALTER THOMPSON COMPANY 
420 Lexington Ave., New York 17, N.Y. 
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Stickin’ Around 
with KLEEN-STIK 
Hurrah for KLEEN-STIK! 


Advertisers all over the country (and in 
cities, too!) are cheering for this wonder- 
working moistureless adhesive! Makes 
long-lasting, easy-up door and window 
signs, die-cut displays, back-bar signs, 
pop-outs, and stacks of other P. O. P. 
that turns “‘eyers” into “buyers.”’ Here’s 
how: 


A glass of beer so realistic you 
want to drink it right off the 
wall! That’s what people say 
about this 3-D display for the 
KRUEGER BREWERY of New- 
ark, N. J. It’s the joint inspira- 
tion of DAVID BLAND, their 
Adv. Dir., and NORM COHEN 
of MERIT DISPLAYS in NYC, 
who produced it. They artfully 
contrived the plastic glass to 
provide life-like golden color 
and creamy-white **head,”’ 
then mounted it on a bright 
red foil background—backed 
with KLEEN-STIK all-over 
gzumming, of course, to make 
sure the displays go up and 
stay up in dealer outlets. 


Make this Friendly Place 
Your Ringside Seat 


for all the BIG- FY 
FIGHTS 
the 


PHILLIES 
1 Oger 


i 
aoe 


P.O.P. with a “Punch” 


Over in Philadelphia, BAYUK CIGARS 
wanted to reach men who enjoy a g 
fight (as spectators, that is!) as well as 
a good cigar. Result — this pair of boxing 
er cutouts, cleverly designed by S. 

ICTOR ANDERSON and handsomely 
produced by STERLING PRESS. The 
large one is a back-bar sign or wall dis- 
play for taverns where the fights are 
viewed . .. the smaller edition mounts on 
the box of ‘‘Phillies’’ on cigar counters 
everywhere. Both go on quick and easy 
by means of KLEEN-STIK Strips, for 
real “knockout” attention value! 


Get your regular printer or 
lithographer to show you many 
more int’resting uses of mar- 
velous KLEEN-STIK for effec- 
tive “*peel-and-press” display 
material. And be sure to write 
on your company letterhead 
for our swell free **Idea-of-the- 
Month” service! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue @ Chicago 1, Ill. 
Pioneers in pressure sensitives tor Advertising and Labeling 
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must watch a lot of TV. And he became so incensed with the noisy 
commercials that, in 1952, he put his hobby of sound engineering 
to practical use, invented his gadget which shuts off the/claptrap. (He 
told his friends, whom he used as guinea pigs, that a screwball 
acquaintance invented it.) Then he called in Audio Controls as 
sales agency. 


Next came the problems: Agencies shied away from the account. 
Leonard M. Sive and Associates, Cincinnati, was brave enough to 
take it on. The agency placed reader-interest ads in a dozen leading 
consumer and business magazines, as many big city newspapers. 
Nothing particular happened. 


Next Grant bought mailing lists of 20,000 TV set owners, sent 
out a mailing piece and order blanks. Almost 2,000 orders came back. 
The first Blab-Off was shipped last March to a Washington, D.C., 
physician. 


Then Time did a little piece on the gadget. Some 700 orders were 
the result. But it wasn’t until last summer—when one of the execu- 
tive editors of Reader’s Digest, who had rented a house with TV set 
equipped with Blab-Off—that things started jumping. 


. .. enter the editor 


The editor ordered a dozen of the attachments, presented them to 
fellow editors. Everyone was so enthusiastic that the magazine de- 
cided to do a story on Blab-Off, after checking with 500 users. The 
poll was so favorable—nine out of 10 Blab-Off owners were using it 
as much as or more than when they had first installed it—it prompted 
RD to make a further check. This one was to determine if Blab-Off 
would blow out a TV tube or otherwise damage a set. It wouldn't. 
The story broke in RD in the November issue. 


Grant, foreseeing an avalanche of orders, got the device into as 
many retail outlets across the country as possible, devised a suitable 
cardboard container for display, set up production, shipping and 
bookkeeping to handle the flood. He had 50,000 of the gadgets boxed 
and readied for shipment. His shot in the dark was pretty close to the 
mark. Within 10 days all of them had been shipped. 


Grant’s decision to get the 50,000 attachments readied was born 
of his belief that there would be a demand for Blab-Off, once RD’s 
story hit the stands. It was carried through despite the decision of 
retail outlets to “wait and see.” 


“Sure,” Grant’s agents were repeatedly told, ‘‘we’ll stock Blab-Off 
—if and when there’s a sizable public demand for the gadget. Not 
otherwise.” 


It was a strenuous and exciting week in the Audio Controls office 
and in the shipping department when the orders began to roll in. But 
Grant and his staff had co-ordinated the preliminary arrangements so 
well that shipments went out by air express without a hitch. Within 
two weeks Blab-Off was on sale in hundreds of major retail outlets 
across the country. 


Today orders average 3,000 a day. 


But Blab-Off, so far, has not exerted any noticeable influence on 
those gabby, irritating commercials. Bob Grant thinks it eventually 
will. But you can’t help wondering what would happen to his sales 
if manufacturers and agencies got scared and toned down their TV 
spiels. It could very well put Blab-Off out of business! 
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SUCCESS IS IN THE AIR 


Men who've learned the secrets of success have first learned the importance 


of swift, dependable air travel — find it at its best in a Juxurious 


Capital Constellation. That’s why more and more businessmen 


always fly Capital! They make “hurry-up” deliveries, too, s 
by low-cost Capital Airfreight. rf 
Over 500 Flights Daily between 75 Major Cities cal, | | ri 
eran aa ta AIRLINES 
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You can call Sales. 
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LOS ANGELES , 
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- ILWAUK 


PITTSBURGH 3 


SEATTLE 
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Use ONE. 
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— chote...sy markets 


INDIVIDUALLY—SECTIONALLY— NATIONALLY 


You can call your sales shots one at a time 


and run them off successfully in the market where your competition 


is keenest, or where your profit potential is greatest. 


You can hit simultaneously in three or four big markets like New 
York, Chicago, Boston and San Francisco. Or, with PICTORIAL REVIEW 
as the magic cue, you can hit all 10 of America’s biggest, most 


prosperous “key” markets with a single shot. 


You can, with PICTORIAL REVIEW, run off a wide choice of 
individual, or combination-market plays, locally, sectionally, or nationally. 
Only PICTORIAL REVIEW among the important Sunday Magazines gives 


you, without penalty, this versatile, market-by-market flexibility. 


DISTRIBUTED WITH 


Sunday 
4 v4 THE FOLLOWING 
Py cto rl a | HEARST SUNDAY NEWSPAPERS— 
Pittsburgh Sun-Telegraph 
et Wet Detroit Times 
Chicago American 
Milwaukee Sentinel 
New York Journal-American 
Boston Advertiser 
Los Angeles Examiner 
San Francisco E>.aminer 
Seattle Post-Intelligencer 
Baltimore American 


Represented nationally by 
HEARST ADVERTISING SERVICE 

959 Eighth Avenue, New York 19, N. Y. 
Offices in Principal Cities 


.. SOME...or ALL TEN 
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What makes a newspaper great? 


*| WANNA MEET 
|| i \ " COPIES OF fen 
<i PRAVDA!” § Py 
y A 

Shree 2 
. Se 
me 
— = 

Were you too busy to scan Mos- 
Too occupied to thumb through the 
London Times or Tokyo’s Mainichi 
all the significant editorials, columns 
and articles on current affairs in the 
do it for you! 

Slouched on a pile of periodicals 
Hjalmar Bjornson of the editorial 
page staff of the Minneapolis Star 
digesting newspapers and maga- 
zines, and listening to radio and TV 


f) We ccna vane 

We as 
cow’s Pravda and Izvestia this week? 
Shimbun? Do you lack time to read 
American press? Let Hal Bjornson 
from all over the world, big, tousled 
and Tribune makes his living by 
commentators, for people who can’t 
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keep on top of the stream of facts 
and opinions that cglor current 
history. 

Bjornson gets more mail than a 
movie star... more different maga- 
zines than the average newsstand 

.more foreign publications and 
more of this nation’s 1,786 daily 
newspapers than most citizens see 
in a lifetime. With shears, pastepot 
and pencil, he clips, condenses, 
cross-checks, delivers a daily column 
to Minneapolis Tribune readers 
which gives them the cream of com- 
ment and opinion with their morn- 
ing coffee. 


A typical week of Bjornson: On 
Monday, a digest of the newsiest 
magazine articles; Tuesday, what 
the top broadcasters are saying; 
Wednesday, comments of Minne- 
sota editors, gleaned from a sam- 
pling of Minnesota’s 365 weekly 
newspapers; Thursday, a digest of 
the columnists; Friday, the gist of the 
nation’s best editorials; Saturday, 


a capsule version of foreign opinion. 


Bjornson’s outstanding ability to 
compress and clarify the day’s news 
and views hasearned him not only the 
respect and attention of the largest 
audience of newspaper readers in the 
Upper Midwest, but also the enthu- 
siastic admiration of newsmen all 
over the nation. His column, believed 
unique in a daily paper, has won him 
a National Editorial Association first 
prize for distinguished editorship, 
and is another best-read feature of 
the best-read, best-liked, most-re- 
spected newspapers in a 224-county 
area in 3 states. 


Minneapolis 
Staraz:d Tribune 


EVENING 


620,000 SUNDAY: 485,000 DAILY 


JOHN COWLES, President 


MORNING & SUNDAY 
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COMMENT 


A Diet for You? 


A few years ago we would not have considered publishing an 
article on diets for executives. Perhaps we wouldn't have dared, too, 
either. But now features on diets have become the hottest subject 
matter in the women’s service publications and general magazines. 
Now we feel strongly that men will be interested in diet articles 
aimed specifically at their problems in maintaining good health. 
That’s why we’re giving such a big play to “Why So Many Wives 
Worry About Executive Paunch” (see page 36). 


Many sales executives view diets in two ways. 


Most of you in the food business know what a big wallop the 
enthusiasm of women for low-calorie foods has given to your busi- 
nesses. Sellers of high-calorie foods who have ignored the trend to 
diet consciousness have seen sales suffer. On the other hand, Kirsch’s 
No-Cal and Cott’s calorie-free soft drinks, to cite only two examples, 
have made spectacular gains along the eastern seaboard. 


But executives in the food and non-food industries are’ becoming 
interested in the benefits to themselves in going on a diet and sticking 
to it. Today it is now sophisticated to talk about your diet, and to 
proudly show how many inches you have taken in your belt. The 
calorie-count now appears on many restaurant menus. McGraw-Hill 
Publishing’s private dining room features a daily diet—dozens of 
executives follow it, too. 


Sales executives’ clubs looking for new ideas for programs should 
consider diets. Speakers are available. If our hunch is correct, there 
will be a great deal of discussion this year in sales circles of executive 
health and how to maintain it. 


They're No Longer By-Products 


Sales engineers, who have helped to speed the old beehive coke oven 
to its grave, did not shed a tear when they read in the papers the 
other day that U.S. Steel Co. has shut down the last of its beehive 
ovens. 


The beehive overi personifies industrial waste. It produces coke, a 
basic ingredient in steelmaking, but it allows many useful coal 
chemicals to escape into the air. When coal is carbonized, some 80% 
of it becomes coke. The other 20% consists of coal chemicals. When 
all coke was made by the beehive method—very efficient in its day— 
coal chemicals were dissipated as a natural resource. 


Now many a prosperous business depends upon a plentiful supply 
of coal chemicals—the tars, the gas, light oil, ammonia and liquor. 


Coal tar gives us 2spirin and mothballs, to name just two every- 
day items. Sulfa drugs come from naphthalene, TNT from toluol, 
fertilizer from ammonium sulphate, and wood preservative from 
creosote oil. Many plastics have a coal product base. 


Today’s chemical recovery coke oven is a far cry from yesteryear’s 
beehive oven. It’s bigger, more expensive, and more productive. It 
has come into being because the chemicals it extracts can be sold at a 
profit. 


Even the terminology of an old industry has changed. Until 1946 


MARCH I, 1954 


you can’t top NAME BRANDS 
for BUSINESS GIFTS 
and INCENTIVE PRIZES 


to be sure that your customers and your salesmen 
will really want the gifts and prizes you offer... 
give NAME BRANDS. H. B. Davis Corp. offers one 
of the widest selections of NAME BRAND mer- 
chandise in the country... from Arvin to Zippo. 


Housewares, Appliances, Cookware, Silverware, 
Clocks, Watches, Jewelry, Radios, Luggage 


ated 
a 
This large. agence “ ny 
cotaleOaRAND items beavu- 
tifully illustrated. 
ba tor omtal pice Hat 


Fee mires 


Continuous Supply. 

All items stocked for 
immediate pick-up. 

All orders shipped same 
day as received. 
WHOLESALE ONLY 
H. B. DAVIS 


145-F 


CORP. 


w 


Are you satisfied with 
your product’s identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation. Write for your copy 
of “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates, 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. J 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 
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DAILY 


Average Circulation of the 
Chicago Daily News for 
January, 1954, Was 


573,886 


The Highest Daily Average for 
January in This Newspaper’s History 
. More Than 10,000 HIGHER 
Than January of 1953. 


SATURDAY 


Average Circulation of the 
Chicago Daily News for 
January, 1954, Was 


983,167 


The Highest Saturday Average for 


January in This Newspaper’s History 
. More Than 20,000 HIGHER 
Than January of 1953. 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper JOHN S. KNIGHT, Publisher 


CHICAGO NEW YORK MIAMI DETROIT SAN FRANCISCO LOS ANGELES 
Daily News Plaza 9 Rockefeller Plaza 615 Langford Bidg., Free Press Building © Story, Brooks & Finley Story, Brooks & Finley 
121 S. E. First Sereet 703 Market Street 1651 Cosmo Street 
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the industry referred to coal chemicals as by-products. Now it is 
difficult to say whether the coke produced for steelmaking is more 
important to our national economy than coal chemicals for thousands 
of industrial and consumer products. 


If steel demand goes back to top capacity to produce, U.S. Steel 
may re-light its beehive ovens, as it has done in the past. Existence 
of the old beehives will goad engineers to develop and sales engineers 
to present the benefits of modern coke and chemical recovery methods. 
Until the last beehive oven is shut down and dismantled, the chemi- 
cal recovery sales engineers will have a reminder of waste. 


How Sears Gets an Edge 


Is the Sears, Roebuck & Co. pricing policy more realistic than that 
of many brand name manufacturers? There is no way, of course, to 
make a direct comparison becausé Sears merchandise never gets into 
the hands of discount houses. 


But a Sears executive does make an interesting observation on what 
he calls “true value”. Says J. N. Dow, assistant to the vice-president 
in charge of merchandising: “When our competitor gets very far 
away from a true value, he is inviting Sears to step in and attain a 
dominant position in that field.” 


To Dow, the term “true value” means “a selling price to the cus- 
tomer that is based on the cost of manufacture in an efficient dis- 
tribution system, plus a fair profit to the manufacturer and to the 
distributor. 


“As soon as we get very far away from a true value,” warns 
Dow, “. . . . we are inviting someone else who can manufacture more 
efficiently, or distribute more efficiently, or who will be satisfied with 
a lower profit, to take the business away from us.” 


The main contention of some critics of Fair Trade is that Fair 
Trade prices are unrealistic, thus giving the discount house, operating 
efficiently, a ready-made opportunity to turn a nice profit on volume. 
Obviously, Sears believes it is operating an efficient distribution system 
with no “water” in the retail price to be squeezed out by skeptical 
consumers demanding “something off the list price.” 


A Lively Corpse 


Radio, it’s often been said since TV moved out of the nation’s bars 
into the homes of millions of families, is dead. The only trouble with 
this contention is that the people who listen to radio, buy radio sets, 
and purchase the things advertised on radio, don’t know it yet. 


Latest proof: 7,064,485 radio sets were sold at retail in 1953. In 
the same period 6,375,279 TV sets were sold. 


These figures have just been reported by the Radio-Electronic- 
Television Manufacturers Association. 


Lest anyone jump to false conclusions about radio set sales let us 
point out immediately that the 5,182,934 radios installed in automo- 
biles, mostly new, in 1953 are not included in the seven million-plus 
total of radio sets. 


Which reminds us, didn’t a prophet, when radio came out, predict 
the collapse of newspapers? Last year, daily newspaper circulation hit 
a new high. 
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How to 
clean up 
with volume 
Sales in 
department 
stores 


Early last year lagging department 
store volume was spotting the sales 
picture for Sam Coran, New York 
district manager for Renuzit Home 
Products Co. of Philadelphia. 


Renuzit cleaning fluid sales, up in 
other retail outlets, were off in de- 
partment stores. 


Huddling with Dave Wermen of Feig- 
enbaum & Wermen, Philadelphia ad- 
vertising agency, and Renuzit brass, 
Mr. Coran came up with this plan: a 
gallon can of Renuzit and two clean- 
ing “erasers” for rugs and upholstery 
offered at a price higher than the $3.01 
minimum that department stores im- 
pose for free home delivery. 


Six advertisements were prepared for 
The New York Times Magazine. The 
first, a full page, ran Sunday, Septem- 
ber 20, listed 11 department stores in 
the New York area. 


That pulled the cork. Macy’s, says 
Mr. Coran, had its biggest Renuzit 
sales in six years. And sales went up 
as the other ads ran. Altman’s re- 
ordered on a twice a week average. 


It was the same at other stores listed. 
“They just couldn’t get shipments fast 
enough from then on” as store after 
store scrambled for enough Renuzit to 
meet the demand. 


Small wonder The New York Times 
Magazine is the keystone of Renuzit’s 
1954 advertising campaign. Anc Re- 
nuzit’s sales success matches that of 
the hundreds of other advertisers who 
have made The New York Times first 
in advertising in the world’s first mar- 
ket for 35 consecutive years. 


The New Pork Cimes 


NEW YORK, BOSTON, CHICAGO, DETROIT, 
LOS ANGELES, SAN FRANCISCO, TORONTO 
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PROTECTION PLUS... 


Time was when most barns and schools were red . . . homes and hospitals were white, 
cars black . . . when paint was merely a mixture of finely ground pigments and liquid 
vehicles . . . when protection against the elements was the primary reason for painting. 


But the paint business has come a long way . . . not only in the number of pigment colors, 
the variety of vehicles, the methods of application, or in the development of special 
purpose paints . . . but in the science of color. 


MOOD MAKER... 


Modern paints have far greater protection value, but, in addition, more and more attention 
is being directed to the psychological aspects of color . . . how it affects the scholastic 
standing of students . . . the prognosis of hospital patients . . . the efficiency of the office 
worker . . . the safety and production records of industrial workers. And a lot more paint 

is being sold. 


AMERICA WORKS LIKE THAT... 


Here, every art, science and branch of engineering becomes successful by contributing to 
the success of others . . . by developing products and ideas that others are seeking. 


And, to disseminate the news of such developments, they rely upon America’s all-seeing, 
all-hearing and reporting Inter-Communications System. 


THE AMERICAN INTER-COM SYSTEM... 


Complete communication is the function, the unique contribution of the American business 
press ... a great group of specially edited magazines devoted to the specialized work 
areas of men who want to manage better, research better, sell better, buy better. 


COMMUNICATION IS OUR BUSINESS... 


The McGraw-Hill publications are a part of this American Inter-Communications system. 
As publishers, we know that businessmen subscribe to—pay for—McGraw-Hill magazines 
edited for their specific business interests by editors who are specialists in analyzing, 
interpreting and reporting worthwhile ideas. 


As publishers, we also know that advertisers consistently use the pages of our magazines to 
feature the products and services they offer in the interest of increased efficiency and 

lower production costs . . . for the editorial pages tell “how” and the advertising pages 

tell “with what” 


AA 
McGRAW-HILL PUBLISHING COMPANY, INC. ap 


M-GRAW-HILL Ja 


GB? 602 BUSINESS 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y. ABC) _  iatasstchn 


~e” 
HEADQUARTERS FOR BUSINESS INFORMATION 
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This is interest This is ENTHUSIASM ! 


The American Weekly creates ENTHUSIASM ~ 


You'll hear nothing but sweet sales music from the day you start using 
The AMERICAN WEEKLY. This highly-read Sunday magazine sharpens the buying enthusiasms 


of more than 9 million 600 thousand families each week. 


The 


ERICAN WEEKLY 
* ENTHUSIASM is interest raised to the buying pitch! 


AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, WN. Y¥. 
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WE GO ROLLING ALONG 


We have a hunch that when the history of this eco- 
nomic period is written, the emphasis will be on the “roll- 
ing adjustment” aspect (and perhaps, also, that never 
was so much said and written about so slight a recession). 
In past periods when there was any appreciable halt in 
the upward progress, all businesses suffered at the same 
time, although in varying degrees. 


Today some new ingredient seems to have been added 
which changes the end product. 1952 and 1953, both good 
years for most businesses, were bad years for farm prod- 
ucts and textiles, for example. 


But in early 1954 those businesses are looking up while 


the prospects for automobile production aren’t quite so 
bright. 


We would be kidding ourselves if we tried to argue 
that there was no recession; there is a slight recession 
from last year’s high levels but it is a selective recession 
and it calls for selective selling! 


Business indicators point up for some industries, down 
for others. Alert marketing men will bear this fact in 
mind in planning their sales strategy. They will use such 
indicators as Future Sales Ratings, the quarterly analysis 
which SM presents on near-term and long-term prospects 
for 109 industries. The most recent analysis appeared in 
the January 1 issue. . . . The recession is selective by 
areas also, and we recommend High Spot Cities—see 
page 88 this issue—for factual measurement of the 
business pulse in 283 of the leading business centers. 


AGRICULTURAL 
INCOME in tue v. s. 


[PERSONAL INCOME IN BILLIONS OF DOLLARS] 
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SOURCE: U.S. DEPARTMENT OF COMMERCE 
: GRAPHIC BY PICK-S, &. Y. om 
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TRENDS 


7 REASONS FOR OPTIMISM 


1. Farm prices seem to be stabilized after a three-year 
slump. They may go sideways for a while but not further 
down. Most farmers are learning to make money at the 
lower price level. 


2. The construction industry continues to boom, with 
increased governmental volume taking up any slack in 
private construction. 


3. Inventory correction is making rapid progress, with 
latest figures showing a drop of $2.5 billion in the last 
month of 1953; the greatest stock-moving took place at 
the retail level which is encouraging. 


4. If Federal expenditures were cut by the amount of 
the January 1 tax reduction, that much spending power 
would simply be transferred from the government to 
taxpayers and would make no change in the total. But 
total spending power is increasing because the government 
is financing an additional deficit. 


5. The easy-money policy, abandoned in 1952, is back 
in full force, with the latest being a lowering of the dis- 
count rate—which means that if commercial banks want 
to borrow from the Reserve banks to re-loan to business 
firms, they can get a cheaper rate. Don’t forget that it 
was the high cost of loaned money which helped to bring 
on the 1929 crash. 


6. Checking back over the course of business in bien- 
nial congressional election years since the late 20’s, we 
find that the chances are 8 in 11 that business will be 
equal to, or better than, the preceding year. The party 
in power wishes to remain in power; politicians know 
that most voters vote with their pocketbooks, and try to 
make business good. 


7. This administration has chosen as its thesis business 
spending and capital investments to thwart a recession, 
as opposed to the Democratic plan, adopted from the 
philosophy of Lord Keynes, of stimulation through 
pumped-up consumer spending. It may be a chicken-egg 
argument, but nevertheless business psychology is of para- 
mount significance at the moment and a high-powered 
drive is on to produce action. 


Don’t let the newspaper headlines get you down: 
remember that bad news is likely to get bigger headlines 
than good news. 


EAR MUFFS AND GRAVY LADLES 


The enterprising Hess Brothers, Allentown, Pa., de- 
partment store operators, run annual contests for versa- 
tility in design and use. This year they gave awards at 
New York’s Waldorf-Astoria to 61 manufacturers, and 
while no single one of these award-winning products will 
stem the recession tide, a multitude of new products will 
help to bring consumer money out of hiding. 


Interesting—but not typical—awards were given to 
the Cardinal China Company for a two-way gravy ladle 
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The World's Greatest Salesman 


If you are a magazine advertiser and want your salesmen 
to have a better appreciation of the backing you are giving 
them—and better knowledge of how to use that sales force, 
you can borrow without charge for showing to your men 
(or wholesalers, or retailers) a print of The Saturday Evening 
Post's new 20-minute, black-and-white motion picture film. 
Called "The World's Greatest Salesman Looks at Adver- 
tising,” it is based on William Hazlett Upson's famous 
Saturday Evening Post character, Alexander Botts, and stars 
Stu Erwin, Botts, whose fictionalized ideas on selling have 
been presented 87 times since the first one appeared on 
April 16, 1927, is inspired by these gals to prepare a sales 
bulletin pointing out that TV reaches 50% of families while 
magazines go into 82% of homes. 

Reservations for a print of the film can be made through 
any of the Post's district offices or by writing the promotion 
department at Philadelphia 5, Pa. 


whereby the user has a choice of fat or lean gravy or can 
use the device as a vase for flowers—and to Wittgold 
Hat Co., Inc., for a three-way hat which can be worn 
with ear muffs tied on side of hat, with ear muffs tied 
under chin, or with ear muffs detached. 


CONSUMERS SHOP AT HOME 


We observe three trend lines involving home shopping 
which we consider significant: 


1. Companies that sell by mail have, for the past year 
or so, been reporting sales gains much greater than those 
registered by retail stores. James J. Nagle sums up the 
reasons in a New York Times story, “People supposedly 
don’t like personal shopping as much as they used to. 
This change of attitude is attributed to parking problems, 
increased transit fares, uninformed sales clerks and other 
conditions that the mail order people say have made per- 
sonal visits to stores less attractive than formerly.” 


2. H. M. McBain, Chairman of Marshall Field & 
Co., Chicago, in a report to the store’s customers says, 
“A rapidly increasing number of our customers are using 
both our telephone and mail order services; in fact, dur- 
ing 1953 we received well over a million customer orders 
by telephone—the largest number in the history of our 
business. Our mail order services are expanding rapidly 
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and now reach into every state in the Union. All this 1s 
part of a pattern. Our customers are becoming more and 
more mobile—they move about freely and frequently. 


(Editor's note: That’s why Field is opening three new 
branch stores.) . . . “We conceive it to be our task to be 
as fleXible and mobile as they are. We are constantly 
searching for new ways to meet and serve you at every 
turn.” 


3. Bennett Cerf, president of Random House and pan- 
elist on the CBS-TV program, “What’s My Line?” 
tells of watching the Hit Parade program simultaneously 
on color TV and on a black-and-white set alongside. He 
was struck particularly by the added value which color 
gave to the sponsor’s packages and predicts that packaging 
will be of even greater importance in the future, and 
that hundreds of manufacturers will have to change their 
packages in order to take full advantage of the coming 
age of color in television. 


The television division of National Broadcasting Co. 
has been studying buying changes,in 4,881 homes in the 
Quad-City area of Davenport-Rock Island-Moline and 
East Moline. A three-month analysis of purchases of 86 
quick-consumption products shows that within that short 
span the average brand lost almost half its customers. 
“What maintained the brand’s position was the fact that 
49 people (out of every 100) who had not been buying 
in February had flowed into the customer stream and 
were buying it in May. So the average brand, with an 
apparently unchanged customer level, shows a customer 
turnover of 66%. That is, 2 out of 3 people in the total 
customer group either stopped or began buying in this 
period. The study, “Why Sales Come in Curves,” dem- 
onstrates the importance of creating more buying decisions 
in the home. 


SALES EXECS GO TO SCHOOL 


This year, August 9-25, National Sales Executives, 
Inc., will conduct its second graduate school of sales man- 
agement and marketing at Rutgers University, New 
Brunswick, N.J. Some of the findings of the first years 
are summarized on page 42 of this issue, “The 1960 
Sales Executive.” 


The cost (tuition, board and room, etc.) runs to $600 
per man, “students” preferably are in the 33-55 year age 
bracket, should have demonstrated their ability to move 
ahead in their organizations as evidenced by at least two 
years of sales supervisory experience. If interested, ask 


N.S.E., (136 East 57th St., New York 22) for booklet. 


"I'M SOLD—BUT I'LL WAIT" 


It’s hard to argue with success and the several billion 
dollars a year rolled up by the automobile companies 
would seem to put them in a position where their guess- 
work would be more accurate than that of a mere editor. 
It may turn out that the makers are right in showing all 
of those fancy models in the form of low-slung, plastic- 
bodied, high-powered sports cars which are not available 
this year but which are promised for some time in the 
future. Perhaps your editor’s friends are not typical, but 
at least a half-dozen became absolutely goggle-eyed at 
these fanciful creations and said substantially, ‘“Here’s 
the car for me. I’m going to wait until it’s on the market.” 


PHILIP SALISBURY 
Editor 
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90,000 Calls for Help! 


. « - 90,000 sales leads . . . 90,000 
opportunities to land a contract! 


Here is an aviation design engineer with a problem. Like his 
fellow engineers and scientists in every phase of aviation, 
progress to him means thousaads of problems . . . questions 
both large and small which he must answer. 


In the past 12 months, men like him have used the Reader 
Service facilities of AVIATION AGE to send 90,000 calls for 
help to aviation manufacturers and suppliers . . . 90,000 invi- 


tations to sales. 


If your product fills a need in the aviation market, you should 
be getting your share of these sales-producing inquiries. 


If your advertising is now reaching AVIATION AGE’s 30,000 
“technical-management’’ readers, check your sales depart- 


ment’s record of inquiries from these potential buyers. And if 


you'te not reaching these important people, ask your local 


AVIATION AGE representative to show you the number of 


inquiries your competitors are getting. 


The magazine of 
Aviation’s Technical Management 


A CONOVER-MAST PUBLICATION 


205 EAST 42ND STREET 
IN BP) NEW YORK 17, N.Y. BPA 


Why So Many Wives Worry 
About Executive Paunch 


They're diet conscious and wish their husbands were, too. 
But can a sales chief entertain customers in the style to 
which they've become accustomed—and keep his waistline 
down? Doctors—and chefs—have surprising, good news. 


BY CAROLINE BIRD 


How’s your weight? Unless you’ve 
just had a physical checkup, the odds 
are that you don’t know. Habit and 
vanity make it difficult for you to see 
yourself straight in a mirror. If 
you’re happily married, your wife is 
either too prejudiced or too tactful 
to make a candid appraisal. If you 
keep up with medical science you’re 
even more apt to evade the issue. 
Doctors now agree that normal 
weight is the strongest indicator we 
have of health and long life. To make 
matters worse, they've also found 
that you can’t blame your weight on 
heredity or body type or glands. Your 
waistline is no more or less than the 
visible record of what you eat. 

Finding out where you heft in is 
worth the psychic pain. Dr. Harry J. 
Johnson, who as medical director of 
the Life Extension Examiners has 
supervised checkups on 10,000 execu- 
tives, reports that a group of men 
warned of abnormal weight one year 
turned up the next year with average 
weight closer to normal than the gen- 
eral run of men their age. Some of 
them had been scared into diets, but 
a heartening number said they had 
taken no particular precautions. Once 
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warned of the danger, they uncon- 
sciously improved their eating habits. 

The verdict comes with more 
authority from your physician, but 
there is nothing esoteric about the 
way he decides whether your weight 
is right for you. He relies heavily on 
the height-weight averages not of all 
men, but of men who have lived long 
and vigorously. It’s a relatively easy 
job for you to compare yourself with 
these standards. 


If you're overweight you have 
plenty of company. One in five adult 
Americans is over ideal weight, but 
the incidence is much higher for mid- 
dle-aged businessmen. According to 
Life Extension Examiners, the only 
group with a large sampling of execu- 
tives, 30% of executives are fat 
enough to warrant medical warning, 
and many more are just a little 
heavier chan they ought to be. While 
reliable figures don’t exist on sales 
versus other kinds of executives, there 
is some basis for the popular stereo- 
type of the sales executive as a big, 
hearty man whose expense account 
sticks out all over him. 

You know what it means to be 


overweight, but just by way of re- 
view, listen to what the Metropolitan 
Life Insurance Co. says about your 
future in its free booklet ‘“Over- 
weight and Underweight.” 

“Overweight is a danger signal, 
particularly for those over 40. Studies 
of life insurance figures show that 
overweight people develop diabetes, 
heart disease, high blood pressure and 
other life-shortening conditions ear- 
lier and are apt to die younger than 
people whose weight is normal. They 
are poor surgical risks and have less 
resistance to infection.” 

Now that you’ve read it to your- 
self, read it aloud again to your wife. 

By this time, you're saying “I 
know I ought to reduce, but I can’t. 
I know that exercise, steam baths, 
massages and drugs won’t do the job. 
I know I’ve got to eat and drink less 
but it would make me so nervous I’d 
never get my job done. Besides, I’m 
on the road all the time and I’ve got 
to take people to lunch when I’m in 
town. Everybody knows you can’t 
stick on a diet in restaurants.” 

You can, and we're going to show 
you how. But first let’s get to the 
bottom of your conviction that some- 
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how you can’t do this thing. It’s 
based on your natural defense of 
something very important to you— 
your appetite. 

In the past few years, scientists 
have learned that your appetite is a 
mechanism for insuring that you take 
in the number of calories you need 
to maintain your body and its activity, 
just as a thermostat regulates a 
furnace to produce a desired tempera- 
ture. They've named this mechanism 
the “appestat”. There’s nothing the- 
oretical about your appestat. It is lo- 
cated in the hypothalamus at the base 
of your skull near the pituitary gland 
which regulates many other body 
functions. If it works right, you'll 
never hunger for more food than you 
need, and your weight will stay the 
same through periods of heavy and 
light activity. If you eat too much at 
one meal, you'll eat less at the next. 
3ut in an increasing number of 
Americans, the appestat is out of 
whack. When it drives you to eat 
too much, you suffer from a condition 


called bulimia. 


“At Least | Can Have Food" 


Bulimia has many causes. Your 
appestat may be set too high by fam- 
ily customs of overeating or by ha- 
bitual use of alcohol which narcotizes 
the appetite. Bulimia may be your 
response to social, financial, or sexual 
deprivation. It is your body’s way of 
saying: “If I can’t have love or 
money or attention or security, at 
least I can have food.” All this is 
fascinating. It explains why it is so 
very hard to reduce. 

Now that you’ve had all the bad 
news, two notes of cheer: First, you 
don’t have to find the cause of your 
particular bulimia in order to correct 
it. The remedy is calculating the 
number of calories you need to main- 
tain you at ideal weight and then 
sticking to them until your appestat 
is retrained. Second, your appestat is 
a creature of habit. After you survive 
its first screams of rage it gets used 
to the new normal. Or, as dieters put 
it, “After a couple of weeks your 
stomach shrinks so you don’t have to 
think about what you eat.” 

First step is to see your doctor for 
a thorough physical checkup. He will 
determine how much you should lose 
and how fast it is safe for you to lose 
it. If you’ve get to lose 50 pounds 
or more, or if you have some disorder 
which requires careful watching, he 
may lay out a detailed blueprint for 
the operation. He will begin by cal- 
culating your calorie needs very care- 
fully and then deciding how much 


38 


—_—_—= —_—— 
we | 


TT 


less you should consume each day to 
provide the calorie deficit necessary 
to use up the excess inventory you've 
stored on your frame. 

Dr. J. Berkson of Mayo Clinic 
has worked out a series of logarithmic 
scales he calls a “Food Nomogram”’ 
which permits you to find with a few 
ruler readings the calorie intake ap- 
propriate to your age, sex, height, 
surface area, activity, and present 
weight. A rough and ready shortcut 
is to multiply your ideal weight by 
15 to get the number of calories a 
normal #ppestat would guide you to 
eat. If you ought to weigh 150 
pounds, then you should be consum- 
ing 2,250 calories. You’re eating more 
than 2,250 calories, or you wouldn’t 
be overweight. Each excess ounce on 
your body got there because you ate 
250 calories above your needs. So, to 
get rid of that ounce, you’ve got to 
eat 250 calories less than you need. 
If you really need 2,250 calories, and 
you heroically confine yourself to 


1,000, you’re set to lose five ounces 
in a day. 

This is a lot of fun but its influ- 
ence is mainly mental. If you’re a 
normally healthy executive in your 
forties, you might as well shoot at 
1,200 calories a day until your weight 
comes down to normal. You can lose 
faster on 1,000 calories, but you will 
have more difficulty getting a well- 
rounded diet at that level. More im- 
portant, you want to give your ap- 
pestat time to learn its new level. 
Appestat re-education takes at least 
six weeks, sometimes more. If it isn’t 
trained by the ‘time you reach your 
ideal weight it will seduce you into 
eating too much again and you'll have 
to do the whole job over. 

You don’t have to go on one of 
those nine-day wonder diets your 
wife cuts out of the newspaper to 
get down to 1,200 calories. No one 
could call you a freak for eating the 
following meals in an ordinary work- 
ing day: 
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Breakfast (at home) 
Y4 grapefruit 
Poached egg on whole wheat 
buttered toast 
Coffee with cream but no sugar 


Lunch (out) 
Chef Salad (slivers of turkey, ham 
and greens) 
Créme Carmel 
Tea 
Dinner (out) 
Tomato Juice 
Lamb Choj;, small Baked Potato, 
one pat butter 
Asparagus 
Fresh Fruit Cup (without sugar) 


It is not, of course, that easy. 
You'll have to do some calorie count- 
ing in the beginning, but after a week 
of arithmetic, you'll find yourself 
doing it automatically. Unless you 
brag about your regime, no one need 
know you are dieting. 
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You'll need some supplies for the 
program: a good bathroom scale and 
tape measure for morale purposes; 
the smallest-size notebook you can 
buy in the five-and-ten for your own 
secret record of what you eat; a 
pocket-size calorie book for reference 
at moments of temptation. 

Thus armed, you’re ready to create 
your own diet. The trick is to stick 
as closely as you can to the foods you 
like. That means making a little sur- 
vey of what you actually eat so that 
you can continue the basic foods and 
cut out the stuff that’s making you 
fat. You'll find it harder to remem- 
ber what you eat than you imagine, 
so it’s a good idea to get your wife 
to help you take inventory. Then, if 
you're not getting the basics, she has 
your permission to nag you into eat- 
ing them. A multivitamin pill a day 
is no substitute for the basic goods, 
but it is a safeguard. 

Here are the foods you should be 
eating every day in order to stay on 


the healthful high-protein side of life: 

Two glasses of milk 

One or two servings of meat, fish or 
poultry 

One egg 

A leafy vegetable or salad 

A citrus fruit or tomato 

Some bread (you can’t escape it) 

At least one tablespoon of fat (no 
danger of deficiency here) 


Theoretically, you can build on 
this basis up to your calorie allowance 
on any foods. If you’ve got 400 cal- 
ories left after your basics, you might 
shoot the works on a piece of coco- 
nut custard pie one day, two-extra- 
dry Martinis the next day and avo- 
cado pear salad with cream dressing 
the third, and a candy bar the fourth. 
You could —-and some days maybe 
you should—but you'll feel better and 
simplify the process if you just stop 
eating the following calorie extrava- 
gances: 

Candy Chocolate 
Liquor Coconut 
Cake Gravy 
Cream Pie 
Sugar Jelly, jam, marmal- 
Salad Oil ade and honey 
Fried Food Puddings 
Nuts Rolls (it’s the butter 
Olives that hurts) 


Now that you know what you've 
got to eat every day, and what you 
can’t you’re ready to keep books on 
vourself, Right after breakfast the 
first day, look up the calorie count of 
everything you've eaten in the calorie 
book, add it up, and write it down 
beside the date in the little notebook. 
The breakfast above would work out: 
Grapefruit 45; egg 75; butter 50; 
whole wheat toast 75; coffee 0; one 
tablespoon light cream 35—or a total 
of 275 calories. At lunch you do the 
same thing. In fact, every time you 
put anything into your mouth, look 
in the calories book and write a fig- 
ure down in the notebook. 

A Puritan conscience is a help in 
dieting. It will warn you about “hid- 
den calories”. It will tell you that 
you’ve got to count the sugar in the 
fruit cup, the sugar in the soda pop 
you pick up between meals, the dab 
of sour cream on your salad, the 
sugar in your coffee, the peanut you 
toy with while you’re nobly passing 
up that 175-calorie Martini the other 
fellows are having. It will even hurt 
you about a graham cracker you nib- 
ble in place of the can of beer your 
wife isn’t leaving in the refrigerator 
to welcome you home these late 
nights. 

You'll learn yourself why cottage 
cheese, salads, shérbets, fruits, and 

(continued on page 82) 
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THEY’RE IN THE NEWS ey arry wooowaro 


After Three Years of Checkers 
Philco Completes Its Reorganization 


Several years ago Philco Corp. began an inner-corporate shake-up 
which must have been recorded on Fordham’s seismogram. Its object: 
To knit together Philco’s extensive warp and woof into a garment 
better tailored to the corporation’s diversified activities. Philco calls 
it “Divisionalization”. Through it, heads of the various Philco 
Divisions will report directly to John M. Otter, new v-p of con- 
sumer products divisions and to Larry F. Hardy, recently named 
v-p of product development. Latest moves—which complete the pro- 
gram—are the appointments of Raymond A. Rich as v-p and general 
manager, Refrigeration Division and Albert J. Rosebraugh as v-p in 
charge of sales for that Division. Out of these shifts Philco expects a 
strengthening of its expanding operations in its present fields of 
electronics and major appliances. 


ROSEBRAUGH 
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Sinclair Refining's New Prexy: 
Marketing Put Him on the Top 


James E. Dyer, an oil industry vet, knew what he wanted 
—and railroading wasn’t it. He tried it. The Missouri 
Pacific Railroad gave him his first job; office boy in his 
home town, Crete, Neb. Two years later he quit, got 
himself a place as general utility and handy man for 
Cudahy Refining Co. He was sweep-up man and cashier. 
Then, in 1916, when Sinclair Oil and Refining Co. was 
organized it took over Cudahy—and Jim Dyer. Except 
for a span during World War I, when he was in the 
Navy, he’s continuously worked for Sinclair companies. 
All departments of marketing operations—from ware- 
houseman to district manager—all marketing operations 
of the Home Office General Sales Department, as well. 
And he’s seen service in every state where Sinclair dis- 
tributes its products. Until now he’s been Sinclair Refin- 
ing Co’s. v-p and director of marketing. (Sinclair Refin- 
ing is Sinclair Oil Corp.’s principal marketing and manu- 
facturing subsidiary.) He’s also been generous with his 
outside time in behalf of the petroleum industry’s self- 
policing activities, served the industry well during World 
War II in a governmental post. 


Refreshing Pauses Or Hitting Spots: 
It All Added Up to Cola Sales... 


Pepsi-Cola Co. which has been known before to hit its 
deadly rival’s spot did it again when it hired Richard H. 
Burgess back in 49. Now it has moved the ex-Coca-Cola 
man to its top domestic sales post: He’s the new v-p for 
domestic sales, a place where there’s no time to pause 
and refresh. Dick Burgess’ life has been so embroiled 
in carbonated beverages you might well wonder what 
he’d have done if Cola hadn’t been invented. As soon as 
he got his BS in chemistry from Clemson College he went 
to work for Coca-Cola. And since he believed that the 
key to his success lay in sales he became a route salesman 
in Chicago for the company. That was in 1929. For two 
decades he boosted Coca-Cola’s sales. He owned a bottling 
plant in Port Huron, Mich., served as president and 
general manager of the Great Lakes group of Coca-Cola 
operations. Then Pepsi lured him away as assistant to 
Alfred N. Steele (then executive v-p, now president of 
the company). A year later he was elected v-p in charge 
of bottle sales. 
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The 1960 Sales Executive: 


A composite picture of | 14 nominees 
by Dr. W. J. E. Crissy, George J. Vinson, and Henry Masuda 


Judging from test results, a sales 
executive of the immediate future 
may be described, at least in part, as: 


Above average in intelligence, with 
high-level verbal facility; broadly 
based in interest pattern, but espe- 
cially interested in persuasive ac- 
tivities; possessing a high degree of 
objectivity in inter-personal rela- 
tions; highly agreeable; very coop- 
erative. 


This thumbnail sketch, of course, 
provides far from a complete portrait 
of the up-coming sales executive. 
Actually, it does not differentiate be- 
tween successful and unsuccessful 
sales managerial personnel, though 
we might suppose that the latter 
group would have less than the for- 
mer one of all these and other desir- 
able characteristics. 

The writers were able, as a by- 
product of instruction, to obtain test 
data on the 114 sales executives who 
attended the first year’s sessions of 
the NSE-sponsored Graduate School 
of Sales Management and Marketing 
at Rutgers University, New Bruns- 
wick, New Jersey, last August. (See 
“First School for Marketing Men 
Attracts 114 Sales Executives,” SALES 
MANAGEMENT, October 1, 1953, 
page 54.) 

These 114 sales executives were, 
in the main, representative of the 
younger group of sales executives, 
sponsored by their companies for this 
graduate course because they appeared 
to be of top-bracket sales managerial 
caliber in the near future. Most of 
them were assistant sales managers, 
division sales managers or branch 
sales managers. 

The average age of the 114 en- 
rolled sales executives was 42. Col- 
lege men predominated, with only 
10% having had no college training. 
Slightly more than half held college 
degrees, and the others attended 
schools of higher learning from 1 to 
3 years. 

The group was almost equally di- 
vided between sellers of consumer 
goods or services and sellers of in- 
dustrial goods or services. 

The tests selected for use were 
Wesman’s Personnel Classification 
Test, published by the Psychological 


42 


Corporation; Kuder Preference Rec- 
ord, published by Science Research 
Associates ; the Guilford-Martin Per- 
sonnel Inventory, published by Sheri- 
dan Supply Co. No _ individual’s 
scores were revealed to anyone but 
himself. 

The statistical analysis of the re- 
sults, set forth in the following tables 
and comments, may be of general in- 
terest to sales management, especially 
since they comprise the first pool of 
such information on sales executive 
personnel. 


The Personnel Classification Test. 
(See Table i) 

This is a measure of intelligence, 
stressing verbal reasoning and nu- 
merical facility. It seemed to have 
several advantages for use in this 
training situation and most of these 
argue for its use in actual selection 


The Need for Marketing 


"The period of adjustment has 
arrived and the automotive in- 
dustry's distribution system isn't 
quite ready for it. We've been 
overloading, overtrading, dis- 
counting and just about every 
other substitute for marketing. 
Part of the explanation for this is 
that many of today's dealers have 
come into the business since 
World War Il and have not yet 
had the competitive experience to 
enable them to move the volume 
their factories can produce. Many 
managements have risen to the 
top because of engineering and 
production capabilities in the last 
dozen years when marketing skill 
was unnecessary. They will nave to 
reorient themselves just as many 
people with a marketing back- 
ground had to lewn to be effec- 
‘ive in production during the 
period of shortages." James J. 
Nance, president, Packard Motor 
Car Co., to the American Finance 
Conference in Chicago. 


situations. Its distribution is carefully 
controlled so that it does not become 
generally available, insuring against 
“test-wise-ness.” It stresses the level 
of complexity of thinking power, 
rather than putting a premium on 
speed. 

Sales managers need deliberative 
problem-solving ability more than im- 
pulsive answers; they face complex, 
not simple problems. This test also 
weights heavily the verbal aspect of 
intelligence. This seems appropriate 
for a group of sales executives who 
live and work in a world of words. 
The author and publisher are nation- 
ally known and highly regarded 
among test specialists. 

In verbal facility, numerical abil- 
ity and general aptitude, as measured 
by the Personnel Classification Test, 
these 114 younger sales executives 
were found to be slightly higher than 
a group of life insurance salesmen 
and significantly higher than sales- 
people. There was, as might be sur- 
mised, considerable spread within the 
group in all three aptitude areas. 

In Table I following, the figures 
in parentheses indicate the highest 
possible score. See footnote for com- 
ment on maximums for the other two 
tables. 

Possibly the most significant of the 
figures is the middle one, which rep- 
resents the 50% mark or median. In 
the case of verbal reasoning, for ex- 
ample, the figure 25 means that 50% 
of the 114 respondents were rated 
25 or higher (out of a possible 40), 
while the other 50% registered a 
lower figure. 


The Kuder Preference Record. 


(See Table II) 

This is a widely used question- 
naire-type measure of interests. While 
such tests are not as precise as apti- 
tude and achievement measures, they 
can be useful in providing cues about 
the interest pattern of the examinee. 

In this Kuder test, scores are 
yielded in the nine interest areas listed 
in the following table. 

Three features of these results are 
noteworthy. Sales executives, as might 
have been surmised, show a peak of 
interest on persuasive activities. How- 
ever, they have a broad span of in- 
terests with no real low point. Fur- 
thermore, their interest in social serv- 
ice is high enough to suppose that . 
sales personnel, especially at the man- 
agement level, are interested in ren- 
dering service to their prospects and 
customers, not solely in the “quick 
buck.” 

Readers may wish to compare the 
relatively low interest in computa- 
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tional, scientific and mechanical activ- 
ities with the numerical facility meas- 
ured by the preceding Personnel 
Classification Test. Broadly speaking, 
the comparison seems to show that 
the sales executives aren’t particu- 
larly interested in making figure com- 
putations but have reasonable facility 
in handling them if such a job is 
forced upon them. 

A comparison of the information in 
the above table with data on another 
form of the test given to sales groups 
in other tests shows that the median 
pattern of the sales executive is very 
similar to that found for the other 
sales groups. 

The tremendous spread of scores in 
all measured interest areas argues 
against “typing” sales executives by 
interest pattern. 


The Guilford-Martin Personnel In- 
ventory. (See Table III) 


This test measures -. personality 
characteristics and provides scores on 
objectivity, cooperativeness and agree- 
ableness. The authors of the test re- 
fer to these attributes as follows: 


Objectivity — as opposed to per- 
sonal reference or a tendency to take 
things personally. 


Agreeableness as opposed to 
belligerence or a dominating disposi- 
tion and an over-readiness to fight 
over trifles. 


Cooperativeness — as opposed to 
fault-finding or over-criticalness of 
people and things. 

On these personality characteristics, 
the NSE executives demonstrated a 
socially acceptable pattern — scoring 
materially higher than adults gener- 
ally on objectivity or social percep- 
tivity, and agreeableness or social 
solidarity, and especially so on coop- 
erativeness or social maturity. 

Companies may find it fruitful to 
try these tests on their own sales 
executives and sales personnel. Com- 
parisons can then be made between 
company results and those presented 
here. It seems highly probable that 
the tests are of potential value for 
use in both hiring and promotion 
procedures, but companies using them 
must relate the results obtained to 
known performance in their own situ- 
ation to determine their value to them. 
The writers claim only that the tests 
seem typical and reasonable for use 
with sales executives. They do not 
claim any unique properties for these 
particular tests. 

The End 
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TABLE | 


Top Top Bottom Bottom 
Twentieth Quarter Median Quarter Twentieth 
Average Average Average Average Average 
Verbal Reasoning (40) 
NSE 
sales executives 39 29 25 18 
Life insurance 
salesmen 24 
Chain store 
clerks 11 
Numerical Facility (20) 
NSE 
sales executives 
Life insurance 
salesmen 
Chain store 
clerks 
General Aptitude (60) 
(Weighted total of 
A plus B) 
NSE 
sales executives 
Life insurance 
salesmen 
Chain store 
clerks 


TABLE Il 


Top Top Bottom Bottom 
Twentieth Quarter Median Quarter Twentieth 
Average Average Average Average Average 
Mechanical (68)* 64 45 34 24 
Computational (57) 25 20 15 
Scientific (64) 39 30 
Persuasive (78) 68 63 
Artistic (52) 19 
Literary (42) 20 
Musical (30) 14 
Social Service (79) 41 
Clerical (82) 36 


TABLE Ill 


Top Top Bottom Bottom 
Twentieth Quarter Median Quarter Twentieth 
Average Average Average Average Average 
Objectivity (79)* 
NSE executives 76 64 
Adults in general 
Agreeableness (64) 
NSE executives 
Adults in general 
Ccoperativeness (108) 
NSE executives 108 
Adults in general 


*Maximum scores herein reported are highest scores recorded by any individual 
in any group. Since there are no right and wrong answers as there are in the 
case of the Personnel Classification Test, it is not possible to report a maximum 
possible score on each part. 


Two of top 71 


Two women and 69 men, selected by 
their companies as having turned in the 
best sales jobs in their companies in 1953, 
were presented with the Distinguished 
Salesman’s Award at a dinner at the 
Waldorf-Astoria Hotel in New York City 
on January 29. 


Next day, 31 of them took part in an 
“anti-recession clinic” sponsored by the 
Research Institute of America, New York 
City. Here John H. (Hal) Tiffany, mana- 
ger, Selling and Merchandising Division, 
Research Institute, greets the two women 
winners: (1) Lorraine Baskerville, of 
Prestige Division, Home Decorators, Inc.; 
and Sylvia Ragon, “Department Store 
Economist.” 


26 Traits of the Good Salesman 


(As seen by 31 winners of Distinguished Salesman's Award) 


The average, high-grade American 
salesman believes he knows what 
makes him a success in his career. 

Under questioning of Bernard 
Parker, John H. (Hal) Tiffany and 
Zenn Kaufman, all of the Research 
Institute of America, they sketched 
this word portrait of the salesman 
they typify: 


1. In the morning before setting 
out from home, he does not wish to 
hear recited over the breakfast table 
his wife’s litany of domestic woes, 
such as Junior’s misbehavior, the leak 
in the cellar, etc. A man sells best 
when his wife waits until the day is 
done to put her problems in his lap. 


2. He is a salesman, that is, a good 
salesman, because he likes people, the 
contacts and the daily challenge. 


3. He would refuse promotion if 
it meant that he would be desk-bound 
and lifted out of the exciting pattern 
of selling he knows and likes best. 


4. While he likes people in gen- 
eral, he has a particular dislike for 
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the prospect who greets him with a 
prefabricated ‘‘No,” not permitting 
him to tell his story. Win, lose or 
draw, he wants most of all to have 
his chance to make some kind of a 
presentation of the facts about his 
product or service. 


5. He has a feeling that sales man- 
agers should get around the territory 
more, knowing that prospects and cus- 
tomers are flattered when a company 
executive calls on them. 


6. He makes it his business to be 
on friendly, familiar terms with the 
office personnel of his own company 
in order to insure speedy handling of 
the orders he brings in. 


7. He does not abruptly drop his 
contacts with a customer once he has 
been sold, but continues indicating 
his interests in the man’s personal and 
business affairs. 


8. He believes salesmen are made, 
not born. 


9. He makes it an habitual prac- 


tice to carry samples to show his line. 


10. He is convinced that the big- 
gest selling job he has is the continu- 
ous selling of his wife on the overall 
advantages of being the wife of a 
salesman. 


11. He also would like to see his 
company join him in this campaign, 
enlisting the wife’s interest and 
bringing her up to date on the com- 
pany and its more attractive features. 


12. He is satisfied that his wife 
and the wives of his fellow salesmen 
are a notch above other wives in the 
psychological and domestic support 
they contribute to their salesmen 
mates. 


13. On occasion, but not too often, 
he considers making a few deals and 
going out independently as a sales 
representative. 


14. One of the features he dislikes 
about selling is making out reports. 


15. Another irritant is organiza- 
tional politics, in which certain sales- 
men are favored over others for rea- 
sons that have little to do with their 
talents. 
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THE SCHUYLER HOPPER Co. 
MARKET RESEARCH - SALES PROMOTION - ADVERTISING 
TWELVE EAST FORTY-FIRST STREET ~- NEW YORK 17,N.Y. + LEXINGTON 2-3135 


How many Sales Managers are in trouble 


because they won't listen to the Real Boss? 


Your prospects and customers are the Real Boss you and everyone else in your 
company are working for. They will buy what you have to sell, IF, and only 
if they understand its value to then. 


The Real Boss speaks softly but wields a big stick. If you listen to him and 
fit your sales approach to what he needs, you get his orders. If you don't 
listen to him, competition gets his orders. 


The highest cost in all selling and advertising is the cost of guessing what a 
prospect needs to know before he'll buy. Part of that is guessing what he now 
knows about your product...or thinks he knows. 


Reduce the guesswork and you cut the waste. 
How much money is your company pouring into advertising in its various forms 


(publication, direct mail, booklets, catalogs, manuals, presentations) without 
first finding out what's important to your Real Boss? 


t9 if Your most effective and least costly selling effort, be it 
personal or printed, is that which presents your product in 
terms of some need your prospect has; some problem he has to 
solve, some job he wants to do better, faster, easier, at 
lower cost. 


The basis of such selling is knowing, for sure, who the prospect really is, 
what he does that makes him important to you, and what he thinks about products 
or services like yours. 


Usually a few dollars spent for exploring the Real Boss's views - for depth 
interviewing of customers and prospects by men who know how to find out what 
they're doing and planning, and WHY - will cut a lot of guesswork out of your 
sales and advertising approach and methods. 


That's the basis of "Ditch-Digging" Advertising*: 
knowing - before you say it - what to say, where 
to say it, and when. 


Sincerely yours, 


Yh Hebeagl gp & 


*REG.u $ PAT. OFF. MARKET RESEARCH - SALES PROMOTION - ADVERTISING 


‘“*Experienced in the reduction of guess work in advertising and selling.’’ 
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MANAGEMENT looks 
to the ACCOUNTANT 


.+. for advice in the 
area of record-keeping, 
reporting, insurance and 
finance. 


Send for “‘the 
jrd party to 
a sale” 


CIRCULATION 
63,066 


ABC 


d financial management magazine 


No Racetracks 
No Gambling 
No Racketeers 
And No TV Yet 


Orlando. and (entral 
Florida 
This Rich, Stable Market 
Covered Only By 


ORLANDO SENTINEL-STAR 


Morning - Evening - Sunday 


Orlando, Florida 
Nat. Rep. Burke, Kuipers G Mahoney 


ire you getting 
YOUR share of 
the national 
market? 


... the hard-hitting guidebook by 
’ DONALD M. HOBART and J. P. WOOD 
both of The Curtis Publishing Company 


$5 at your bookstore 
or direct from: 


THE RONALD PRESS COMPANY 
15 East 26th Street @ New York 10 


16. He smilingly admits that alco- 
hol is a wonderful catalytic agent in 
getting salesman and customer to see 
eye to eye. 


17. In order to improve his sales 
record in the immediate future, he 
analyzes why he did or did not sell 
the last order. 


18. He believes that by providing 
plus-service to customers, in time he 
will sell the latter’s friends and asso- 
ciates. 


19. He knows through experience 
that by thoroughly familiarizing him- 
self with the customer’s organization 
and needs he becomes, in time, a part 
of that organization. 


20. He sells himself first, then his 
product. His primary objective is to 
win the customer’s confidence. 


21. He never misrepresents the 
facts about his product, a subject with 
which he has an intimate knowledge. 

22. He regards the follow-up in 
the same way the farmer does culti- 
vation after the seed has been planted 
and sprouted. 


23. He does not shrug off com- 
plaints from customers, but readily 
handles them regarding them as im- 
portant factors in the making of fu- 
ture sales. 


24. He does not regard anyone as 
a salesman unless he, like himself, 
enjoys the whole experience, includ- 
ing the challenge of a persistently 
tough customer. 


25. He does not oversell his prod- 
uct, but fits it to the customer’s needs. 


26. He would like to have a 9-to-5 
regularity in his home life, but be- 
lieves the sacrifices he makes are not 
in vain. 


Among the salesmen who drew the 
psychologic portrait were sellers of 
pens, advertising, life insurance, print- 
ing paper, industrial oil, travel, silver- 
ware, beer, television sets, and drugs. 
Geographically, they represented both 
coasts, the Northwest and Midwest, 
and the southern areas. The End 


Editor's Note: These salesmen are opti- 
mistic. They have yet to find any signs of 
important recession. 


PUSH-BUTTON service is now available for coach diners... 


Will It Please Pennsy Passengers? 


This new buffet-bar car is now hooked to some of the Pennsylvania Railroad's 
trains on the New York-Washington run. Automatic vending machines dispense 
coffee, sandwiches, and change. Next to the six Rowe Corp. machines are seats 
for 12, and in the background is a single attendant bar for soft drinks and liquor. 


Pennsy is betting the cars will take it off the hook. In the past would-be diners 
have been forced to choose between going to the dining car (usually crowded 
and prices high, or buying from a “butcher.") Many passengers have been 
unhappy, and so has Pennsy because it loses money on dining cars. 
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More publishers of magazines and newspapers are buy- 
ing MORE advertising in The Detroit Free Press than 
ever before. Here’s another “hig buy”: ++ The Saturday 
Evening Post using FIFTY-TWO PAGES in The Detroit 
Free Press im 1954. The Post aim with these pages? 
To reach the 130 million dollar advertising market in 
Detroit and environs .- + t© sell Detroit’s three million 
people on the fact that the Post is a MUST on their 


weekly reading agenda. 


The Detroit Free Press 


JOHN S- KNIGHT, Publisher 


“AMERICA’S MOST INTERESTING NEWSPAPER” 
STORY, BROOKS & FINLEY, INC. NATL. REP * KENT HANSON, NEW YORK RETAIL REP. 
HAL WINTER CO., MIAMI BEACH. $0 RESORTS REP. 


Want Confidential Purchase Data? 
It's All in How You Ask 


Once a year Kaiser Steel gets customers and prospects to 
tell how much they have bought from all sources. Reasons: 
Kaiser offers a selfish benefit, issues a good questionnaire, 
follows up non-respondents, gives everyone a playback. 


As told to Nat and Eleanor Wood 
BY B. E. ETCHEVERRY ~- Director 
General Planning Dept., Kaiser Steel Corp. 


Two thousand steel consumers, in 
the western states, have been the tar- 
get of an intensive “sales” campaign, 
since January 22, conducted by 
Kaiser Steel Corp., Oakland, Cal. 
Object: to discover how much steel 
they purchased in 1953 from all 
sources. 

Says C. F. Borden, vice-president, 
sales, in a cover letter enclosed with 
the Kaiser market research question- 
naire: 

“The more that is known about 
production and markets in this area, 
the better able all of us will be to 
play our most effective role in our 
regional development . . . and we are 
again asking steel consumers’ help in 
a survey of steel consumption.” 

Purchasing agents and other ofh- 
cials to whom the questionnaire is 
addressed respect the Kaiser survey. 
Response is now almost 100%. 

It is important that the question- 
naire be addressed to whomever we 
have contact with in steel consuming 
organizations in a position to author- 
ize the release of information on steel 
receipts. This is confidential informa- 
tion, and we give assurance that these 
data will be used only in the prepara- 
tion of total figures sufficiently large 
to conceal the receipts of any one 
firm or group of firms. 

Our aim is to do the same type of 
selling job in the.questionnaire form 
as in the letter accompanying it. We 
demand the best efforts of our graphic 
arts department in preparing the 
cover picture and in the layout. 

The basic objectives of the attrac- 
tive art work: that it promote a fav- 
orable reception of the form; that it 
be descriptive. A very carefully com- 
piled mailing list used for the survey 
requires that we obtain information 


48 


from virtually all of the firms con- 
tacted. 

The effect of art work on the num- 
ber of returns is difficult to deter- 
mine, but we have received many 
favorable comments regarding the 
appearance of the form. We believe 
that the treatment is an asset in 
bringing forth the excellent response. 

The pictures on the inside pages 
have been co-ordinated with product 
definition to show the product re- 
ferred to and to give a general im- 
pression of the method of manufac- 


ture of the product. In addition, mak- 
ing the form colorful and appealing 
reduces the possibility of creating the 
impression of indiscriminately sending 
out a mimeographed throw-away. 

We attempt the impossible —a 
fool-proof set of questions, definitions 
and instructions. To get this detailed 
information from 2,000 consumers 
scattered all over the Far West is a 
big job in terms of man-hours. If we 
tried to do the job by calling on these 
people in their offices, we'd do ex- 
tremely well to average four reports 
per man day. At that rate, complet- 
ing the job in two months would re- 
quire the full time of 12 men. And 
we can’t spare 12 men, particularly 
in the buyer’s market we're going 
into now. 

After about a month, we send out 
a mail follow-up to non-respondents. 
Not only does this result in a lot of 
returned completed forms, but a fair 
number of, “I didn’t get it—please 
send another” letters. We never have 
figured out how to divide the re- 
sponsibility for these between the 
U.S. Mail and the consumers’ secre- 
taries. 

In our original letter and question- 


Ao 


ou, 


“Haven’t you a plane to catch for a regional sales meeting in Terre Haute?” 
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When this 


was the rule 


this was the sales tool 


When business was run by rule of thumb, 
selling was largely a matter of getting to 
and shaking hands with the one man who 
ran the company. 


Today it’s a bit more complicated. Busi- 
nesses are no longer run by one man. 
Production is no longer a matter of cut- 
and-try. Machines are now “made” on 
drawing boards, and purchasing has 
become a science involving many men in 
many jobs. 


And every year, as business continues to 
grow and change, there will be more and 
more men with the power to say “Yes” or 
“No” to the purchase of your products 
or services. 


These new arrivals, because of their num- 
bers and diversity of jobs, are going to be 
harder and harder to reach. Certainly it 
will be impractical and costly to try to 
reach them all with old fashioned “hand- 


shake”’ selling, despite the importance of 
your salesmen and your distributor sales- 
men in the picture. The ever-increasing 
concern to management in almost every 
business, in every industry, is how to 
extend the handshake and make it more 
effective on a broad scale. 


The obvious answer is mass communica- 
tion of a specific kind—intelligently used, 
in adequate amounts, at the right time— 
to take a sales story to enough of the right 
men in an economy that grows almost as 
fast as “Jack’s Beanstalk”’. 


Your advertising agency is experienced in 
the selection and use of this kind of mass 
communication. Why not talk to them 
about this and make sure that you are reach- 
ing your market—and the men in your 
market who have a voice in the selection of 
your product or service. We'll be glad to 
help you and your agency with market and 
coverage data on any Penton Publication. 


™ PENTON fauisurs 
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“This is the size we use in the Growing Greensboro Market!" 


SMOOTHLY-OILED SELLING IN THE SOUTH 
always includes the Growing Greensboro ABC 
Market in the South’s No. 1 State... This bustling, 
hustling, sales-packed market accounted for 1/5th 
of North Carolina’s $3-billion total retail sales in 
1952 . . . All along the line, in sales of foods, 
drugs, general merchandise, furniture, and auto- 
mative — the Growing Greensboro ABC Market 
rings up 1/5 of the state’s sales — made by 1/6 
of North Carolina’s people who live in this thriving 
major market . .. Fastest and most economical 
way to reach these buy-minded folks is through 
the 100,000 daily circulation of the GREENSBORO 
NEWS and RECORD... . 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolinal 


Greensboro 


Sales Management Figures 


News and Kecord 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


naire we suggest that the recipient 
consult our nearest sales office which 
is listed on the cover of the Consumer 
Survey form. As market information 
is broken down on a sub-regional 
basis for Southern California, North- 
ern California, Pacific Northwest, 
and seven other western states, con- 
sumers who have branches in two or 
more of our marketing areas are 
asked to report separately on them. 

Eventually, the problem narrows 
down to getting information from a 
small group of non-responding key 
consumers by means other than mail. 
Our rule is to get 100% coverage on 
the approximately 350 key consumers 
who account for 90% or more of the 
receipts of each product. 

For the 1952 survey, all returned 
forms were acknowledged and those 
net responding by March 30th 
(1953) were sent a follow-up letter 
asking if we could assist. them in 
completing the form. Return postal 
cards are enclosed requesting that we 
send them another copy of the survey 
form or to check a statement to the 
effect that “the company does not 
purchase steel direct from mills.” 

Another postal card covers 10 rea- 
sons to check off as to why they did 
not participate in the survey: 

1. We are not usually a mill buyer. 
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2. Have not mailed form, but in- 
tend to. 

3. Never saw the survey form. 

4. The survey form was not clear. 

5. Feel survey gives wrong picture 
of our company. 

6. Couldn’t report data in manner 
requested. 

7. Will not give data to anyone. 

8. Will only give data to salesman 
in interview. : 

9. Will only give data to pre- 
ferred supplier. 

10. Write in own comment:...... 


Follow-up Procedure 


The procedure used in following 
up the reluctant consumers includes 
personal field calls by our contact 
salesmen or General Planning de- 
partment personnel. The response 
ratio has been good. This year our 
field salesmen had to call on only 75 
key consumer hold-outs. Completed 
forms were received from 40% of the 
smaller carload consumers who re- 
ceived forms. 

A four-page mimeographed set of 
instructions is provided our sales per- 
sonnel to enable them to answer ques- 
tions that might arise in their calls 
on customers during and following 


up the survey. A copy of the form is 
attached for the salesman’s general 
information as further assistance to 
his personal recognition of the char- 
acteristics of the annual survey and 
contacts with the trade. It is signed 
by W. R. Riggs of Kaiser’s market 
research section staff. 

In the past approximately six 
months has been required to have the 
forms printed, to mail them, review 
the response, perform as many checks 
as possible on the work and to do the 
other groundwork associated with the 
project. Another month or two is re- 
quired for summarization of the data 
and report writing. 

The information contained on the 
forms, together with information on 
our own shipments is punched on 
cards, machine listed and tabulated. 
As a supplement to the information 
received from consumers we use every 
check and‘ cross-check our ingenuity 
can devise. 

The problem would be_ solved 
quickly if we could get the 20 mills 
who account for nearly all of the 
steel shipped to the West to turn over 
their shipment records to us. Of 
course, they won’t bare their trade’ 
secrets, so we're left with the prob- 
lem of getting the secret from sev- 
eral thousand mill customers. 
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Some of this information can be 
pieced together. We know most 
about the activities of the local steel 
producing mills. Their capacity fig- 
ures are published. We go through 
their mills, they go through ours. The 
10 local producers supply about 58% 
of total receipts and a considerably 
higher portion of most of the prod- 
ucts with which we are principally 
concerned. 

We know a great deal less about 
participation of eastern mills in this 
western market. But many of the 
same techniques can be used. In addi- 
tion, we can get some information 
concerning the tonnage shipped into 
the area by rail and water. Produc- 
tion reports to American Iron and 
Steel Institute are summarized and 
published. Our field salesmen and 
credit men uncover many valuable 
clues. 

Foreign steel makes up only 2 to 
3% of the total. Government figures 
on the subject leave a lot to be de- 
sired from the standpoint of product 
definition, but they are readily avail- 
able. 

Other types of market research 
which we employ include product 
studies in which a detailed examina- 
tion is made of the characteristics 


of the western market for a particular 
product group, and various types of 
economic analyses. 

Our needs for such market data are 
threefold: 

1. It’s a prerequisite to financial 
forecasting. 

2. Our general sales office uses it 
as a guide in setting district alloca- 
tions or quotas, and in our district 
offices it’s needed to help in deter- 
mining the needs of individual cus- 
tomers. 

3. Our executive management 
needs to know the share of the mar- 
ket we are getting. 


Happy Example 


Probably the happiest example of 
other research techniques for us con- 
cerns a Kaiser product—tin plate, our 
newest and shiniest product. Tin mill 
products, in the No. 2 market posi- 
tion, neck and neck with plates, ac- 
count for about 16% of the Far 
Western market for all products. 
Consumers and suppliers alike in this 
business are particularly secretive. 
Under the circumstances, we are in- 
deed fortunate to have official census 
figures published in the tonnage of 


tin mill products contained in the 
cans shipped by western can plants. 

Similarly, we can get information 
on the tonnage of new rails laid from 
the State Railroad Commissions and 
can estimate oil well casing consump- 
tion on the basis of published figures 
on the footage of wells drilled. Be- 
yond this, the problem becomes difh- 
cult. We get some information on 
construction, on manufacturing activ- 
ity, and on other related subjects, 
and by statistical legerdemain we 
translate this into steel use. 

After we've explored every alley, 
we put all the pieces together and 
come up with results in which we 
have a great deal of confidence. 

Finally, and quite important in 
this surveying business, we share our 
overall results with the thousands of 
consumers who have cooperated with 
us, and with anyone else who is in- 
terested. We publish these results in 
a booklet, “‘A Report to Far Western 
Steel Consumers.”’ We play no fav- 
orites in distributing this booklet. 

It goes alike to those who cooper- 
ate in providing information and to 
those who don’t. It may be of interest 
that we are the only company in the 
industry that publishes this kind of 
information. And this pays off. 


IN AKRON, OHIO, 


IT’S 


Complete coverage 


WITH JUST 
ONE POWERFUL 
NEWSPAPER 


There are other markets 
comparable to Akron in 
size — but how many such 
markets can you com- 
pletely cover with just one 
single newspaper? Well, 
that is what the Akron 
Beacon Journal offers you 
— complete coverage of its 
530,943 trading area 
population. 
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He’s a distant 


business cousin 
of ACB’s 


= 


Tony’s stock of home-town news- 
papers supplies the city wayfarers 
with news from “‘back home.” 

ACB receives all 1,750 of the daily 
newspapers published in the U. S. 
for a very vital service to merchan- 
disers, whose products are sold 
through retail stores. 

ACB reads these newspapers for 
advertising only, so it can tell you 
if your dealers are advertising ... 
what competitive dealers are doing 
... by city or state or territory... 
new firms. Various other ACB Re- 
ports cover new uses for products 

.. who is using premiums... ad- 
vertised prices .. . infringements on 
names or trade marks, etc., etc. 

Any information of value to you 
that appears in newspaper adver- 
tising will be spotted by ACB’s 
readers and passed on to you. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


The cover letter signed by Borden 
emphasizes this “cooperative” point to 
encourage returns: “We are again 
asking steel consumers’ help in a sur- 
vey of steel consumption in the West. 
The wholehearted cooperation of over 
700 mill buyers of steel mill products 
made it possible for us to make the 
analysis of the steel market here for 
1951, published in the booklet, ‘A 
Report to Far Western Steel Pur- 
chasers’.” 

We at Kaiser have achieved a lot 
in the past 10 years with market re- 
search helping to pave the way. 


We’ve invested close to $250 million 
in production facilities. And we've 
never had enough tin plate to satisfy 
hungry customers—10 years ago we 
thought plate would be a drug on 
the market. In the year ending last 
June, our net profits exceeded $9 
million and we tucked away $4% 
million in excess amortization. 
We're continually trying to do bet- 
ter. This market keeps growing and 
we intend to grow with it. We're 
still planning for further growth, and 
an essential ingredient in that plan- 
ning is market research. The End 


THIS SALESMAN has just purchased 10 minutes of dictating time, by dropping 
25c in the slot at a demonstration of Travel Talk's pay phone type booth... 


Now You Can Dictate Sales Reports 


You can do a lot of things with a coin these days. . 


. make a tele- 


phone call, buy a sandwich and cup of coffee, and even get your shoes 
shined. Now along comes Travel Talk to offer to pay-by-coin dictating 
facilities in hotels and other public places convenient for traveling 


men. 


Travel Talk, Inc., Copley, O., is the brain child of 25-year-old John 


Schumacher, a medical student who used a dictating machine on a 
research assignment in his senior year at Washington and Lee Uni- 
versity, who has now teamed up with William S. Howe, then Canadian 
sales manager, Willys-Overland. 

Travel Talk installed trial dictating booths in the Hollenden Hotel, 
Cleveland, and the London Hotel in London, Ontario. Users average 
about 200 per month. 

Now Travel Talk, with Howe as president and Schumacher as vice- 
president, is putting into use the first of what they hope will be 3,000 
commercial installations. The owner of the place of installation will 
get 10% of the gross, and the Dictaphone Corp. will service its 
machines, which Travel Talk rents. Travel Talk has issued a leaflet 
premoting its service to hotel guests, suggesting “it’s ideal for sales 
reports, office memorandums, and on-the-spot notes.” 


ACB reads every advertisement in every daily new 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
161 Jefferson Ave. + Memphis 3 
51 First St. * San Francisco 5 
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CITY ———= TOLEDO 
LOCALLY-EDITED MAGAZINE OF ——- TOLEDO BLADE 
STORE———— IMPERIAL WAYSIDE FURNITURE CO. 
| 


“In our constant search for the most for 
our advertising dollar, we have discovered 
that the Locally-Edited Toledo Sunday 
Blade Pictorial is the ideal instrument for 
a combined prestige and direct sales 
program.” 


President 
Imperial Wayside Furniture Company 


PROOF AGAIN 


Using national magazine advertising to do a selling job 
in Toledo would be pretty expensive! Yet key markets like 
Toledo, Louisville, New Orleans, etc., are vital ones in your 
TOLEDO sales plans. What to do? Successful merchants like the 
Wayside Imperial Furniture Company will tell you: “Buy 
magazine advertising at the Local Level”. The Locally- 
S Edited Toledo Sunday Blade Pictorial Magazine gives you 
A L E S 84.6% circulation coverage of its market. Compare that with 
the leading national magazine, which goes to only 13% 
ARE MADE of Toledo families. In addition to saturation coverage, you 
get complete scheduling flexibility. You can place your cam- 
IN ate 
paign in any one or all 13 metropolitan markets served 
by the Locally-Edited Gravure Magazines. You can fest your 


TO [ b ) @) I ads in one market, then expand them to all! 
e 


Ask the dealers who sell your product! They, too, will tell 
you: “Use Magazine Advertising at the Local Level—in 
the thirteen markets served and sold by the LOCALLY- 
EDITED GRAVURE MAGAZINES.” 


© Locally-Edited for highest readership 
© Gravure magazine reproduction 
© Newspaper circulation impact 


© Complete flexibility , LO C A L LY: é D t T E D 


© Maximum savings on positives 


GRAVURE MAGAZINES 


For more information about these 13 weekly newspaper 
gravure magazines contact one of the following repe 
resentatives: The Branham Company, Cresmer & Wood- 
word, Inc., Jann & Kelley, Inc., Kelly-Smith Co., 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE 
COLUMBUS DISPATCH © DENVER POST * HOUSTON CHRONICLE 

INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL © THE NASHVILLE TENNESSEAN 
Moloney, Regan & Schmitt, Inc., O'Mara & Ormsbee, NEWARK NEWS © NEW ORLEANS TIMES-PICAYUNE-STATES 

Inc., Scolaro, Meeker & Scott, Inc., Story, Brooks & ST. LOUIS GLOBE-DEMOCRAT * TOLEDO BLADE 


Finley, Inc. 
eats TOTAL CIRCULATION OVER 3,370,000 COPIES WEEKLY 
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Ike's Federal Trade Commission 
Takes a New Look at Codes 


110 are now in effect and more are to be issued as the FTC 
moves to clean up industry malpractices on a wholesale 
basis, rather than through individual prosecutions. Here's 
a summary of currently banned words and acts in codes. 


BY JEROME SHOENFELD + Washington Editor 


Instead of prosecuting companies 
one by one whose products are not 
quite what the advertisers would lead 
you to expect, the Federal Trade 
Commission will try more and more 
to do it wholesale. This is part of 
the technique Chairman Edward F. 
Howrey is trying to introduce. 

To reform advertising copy in one 
full swoop through a whole industry, 
FTC for years has been promulgat- 
ing what it calls, “Rules of Fair 
Practice.” There are 110 such codes 
and new ones come out continually. 
Recently they have been coming out 
faster. 


"Free" Now Freer 


The codes rescue an industry that 
finds itself enmired in sales practices 
that cause consumer organizations 
and better business bureaus and some- 
times even customers to complain. 
For example: “list prices,’ “‘close- 
outs,” something “imported,” etc. 

Whatever code you select, it will 
ramble on, monotonously condemning 
the theft of trade secrets, bribery of 
competitors’ salesmen, illegal dis- 
counts. All this is boiler plate. Even 
boiler plate sometimes changes: the 
word “free” was once prohibited if 
any conditions were attached to get- 
ting the premium; now you must 
merely be clear about the conditions. 

Somewhere, amid all this you'll 
find precisely those inaccuracies in 
salesmen’s talk or advertising copy 
that inspired the particular code 
you’re looking at. From the codes 
you could compile a kind of Bae- 
decker to bad practices business has 
given up. 

Not always are the deceptions 
which have been abandoned profit- 
able, though some might be if every- 
body weren’t using them. To para- 
phrase the Robinson-Patman Act, a 
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businessman burdened with them 
must feel that he’s deceiving in good 
faith only in order to meet the de- 
ceptions of a competitor; he might 
not even be doing that but merely 
following a convention in an absent- 
minded way. After a code is ac- 
cepted, sales volume doesn’t neces- 
sarily drop. 

When the competition in an indus- 
try is pretty keen and everybody re- 
fers to everybody else as a cut-throat, 
FTC’s rule book comes in handy. A 
man can consult it each time he’s 
outraged by a competitor’s trickery, 
with disappointment if the device 
isn’t mentioned but with triumph 
and a means for vindication if it is. 
His letter to FTC can cite Rule III 
or Rule VI. 

These rules are even handier for 
FTC. In one line, people will con- 
sider it unfair that so-and-so has cut 
prices; they’re sure that some law is 
broken when a newcomer gives bet- 
ter service or installs delivery service. 
FTC officials wearily point out that 
none of these things is forbidden. 


TV Code 


It isn’t the TV manufacturers but 
FTC itself that’s trying to work out 
a code for that industry. When it 
announced hearings, CIO, AFL, 
shoppers’ organizations—all showed 
up, angry. Things get into TV copy, 
which FTC, with these groups chim- 
ing in, doesn’t like. 

Some TV cabinets described as 
“solid mahogany” are made of plas- 
tic or Masonite, overlaid with ma- 
hogany film. (Catalogs of the bigger 
mail order houses say “mahogany 
veneer.””) FTC listed and called 
“unfair” a half dozen ways of de- 
scribing the material. The manufac- 
turers didn’t offer to edit their copy, 
but asserted that people don’t buy 


TV sets like furniture, with a fin- 
icky concern as to their composition. 

A picture tube advertised as “17 
inch” does measure that number of 
inches, less an inch or so tolerance, 
along the diagonal from the upper 
right to the lower left hand corner. 
The long side measures about 14% 
inches and the vertical about 11¥%,. 
so that FTC considers “17 inches” 
deceptive. Yet, people look first at 
what they’re buying and so become 
aware that “17 inches” is merely the 
name recent custom has given to 
what’s before their eyes and doesn’t 
refer to a measurement. 

Although the TV code has not 
yet become official, its publication has 
changed the advertising. But if you 
have a set recently advertised as “21 
inch,” take a tape measure and look 
for the direction in which you can 
span it across the tube in order to 
get that length. 


Pipe "Closeouts" 


For years, a $1 pipe was one just 
cut from $3, a $2.50 pipe was one cut 
from $10, by virtue of “closeouts” 
that never ended, “discontinued” 
lines that never sold out, “special bar- 
gains” that were the usual thing. No- 
body complained; pipe smokers even 
enjoyed taking part in the pretense 
they were buying something wonder- 
ful. It was the manufacturers, par- 
ticularly those who made the rare 
brier $10 pipes, who disliked the tra- 
dition. Retailers, too, found that cus- 
tomers couldn’t easily identify actual 
closeouts, which after all did take 
place occasionally. FTC prohibitions 
were accepted unanimously with no 
change whatever in the pace of sales. 

On the other hand, it was only 
in face of bitter resistance that FTC 
could impose a code on the auto 
dealers. You may remember two 
practices, now abandoned: 

They used to lump insurance and 
installment financing charges, so that 
the customer couldn’t easily shop 
among banks and underwriters for 
better arrangements. Like some small 
loan companies, dealers had their own 
way of describing interest. Notice 
that $60 interest on $1,000 isn’t 6% 
per annum if paid in monthly instal- 
ments since it’s paid back, on the 
average, in six months. 


SALES MANAGEMENT 


~ BIG PACKAGING PROMOTION 
GROWS: MILLIONS KNOW 
SEAL OF PROTECTED QUALITY 


Look Stor this Seal 
on the Package ! 


Third ad of a continuing national 
consumer magazine series 
—full pages, four colors. 


QUALITY 
PROTECTED WITH 


EYNOLDS WRAP 


ALUMINUM 
PACKAGING 


TRADE MARK 


The Reynolds Wrap Aluminum 
‘Packaging Seal is also 

heavily promoted on Reynolds 
NBC-TV Show “MR. PEEPERS." 
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Shoppers Follow 
this New Guide to 
Factory-Freshness 


Now more and more packages are on the retail shelves, 
carrying the Reynolds Wrap Aluminum Packaging Seal. 
More and more people read the striking four-color ads 
that tell the Seal story...and see it on TV, too. Result 
...you see more and more shoppers pointing out the 
Seal to each other, following this new guide to fac- 
tory freshness. 


April Ad is Third in 
Reynolds Big Magazine Campaign 


The ad shown here, a four-color page in April national 
magazines, features famous-brand candies carrying the 
Reynolds Wrap Aluminum Packaging Seal. Previous 
ads featured Dried Fruits and Pre-sweetened Cereals. 
Watch for further sensational ads in this Reynolds 


campaign! 


Seal Builds Grocer’s Prestige 
by Promoting Protected Quality 


More than ever American grocers stand out as dis- 
pensers of the best-quality packaged goods in all the 
world! Talk up and display the new guide to protected 
quality...the Reynolds Wrap Aluminum Packaging Seal. 


Reynolds Metals Company, General Sales Office, 
Louisville 1, Kentucky. 


Fire extinguishers are advertised as 
putting out every kind of fire. FTC 
says they don’t in a code it just pro- 
posed. The code tells manufacturers 
not to make believe in public that 
their instruments have “unique fea- 
tures” or that they only are used by 
Army, Navy, Air Force. 

Makers of floor machinery (to 
keep factory floors shiny) sometimes 
sold as new what was second hand. 
They pretended that their products 
conformed to standards. It wasn’t 
these practices that manufacturers 
were most eager to swear off. Com- 
petition partly consisted of a frantic 
hunt for salesmen and concerns com- 
peted, not so much by paying unusual 
commissions, as by vagely promising 
them in the want-ad columns. All 
this is now forbidden. 

The code for the canvas cover in- 
dustry, (awnings, canopies, etc.) car- 
ries more than seven pages of care- 
fully discriminated deceptions, which 
were given up. They cover every- 
thing: weatherproofing, mildewproof- 
ing, sizes, weights, basic materials, 
thread counts, words like ‘“pre- 
shrunk.” Judging by the code, you 
learned little about a covering, other 
than its color, from the description. 


Cosmetics Code 


Somebody may suppose that the 
enticing fantasy of cosmetic advertis- 
ing sometimes misleads. FTC rules 
ignore the gay imaginings of the copy, 
mentioning only such humdrum de- 
ceptions as country-of-origin; no rule 
prohibits claiming that a perfume 
arouses the whole male population 
unless, in fact, it does so arouse them. 
The code revolves around the demon- 
strators whom manufacturers post at 
store counters and around the pay 
surreptitiously given saleswomen to 


push a single product. 

Providing such demonstrators had 
been a great issue. Elizabeth Arden 
sent them to chosen swanky outlets, 
and was successfully sued for triple 
damages by an unchosen retailer who 
wanted like promotional help. Divid- 
ing flesh-and-blood demonstrators on 
the proportionally equal terms the 
Robinson-Patman Act requirements 
baffled even FTC. It ruled that man- 
ufacturers could substitute other 
promotions. 

Evidently, manufacturers go out 
among the retailers and offer to pay 
the saleswomen something extra — 
“push money,” “spiffs.”” Three years 
ago, the FTC code said that this 
fooled customers into mistaking sales- 
women’s interested promotion for dis- 
interested advice and required that 
girls getting spiffs be labeled. 


Spiffs O.K.? 


Recently, FTC called off its war 
on spiffs. It proposed a revision of 
the code, which once more allows 
them free of the customers’ knowl- 
edge. It took to heart again a 1921 
Circuit Court decision (Kinney- 
Rome Co. vs. FTC), which said that, 
whether it’s the proprietor or a hired 
salesperson, a customer should real- 
ize that he’s dealing with somebody 
who has an interest in the sale, not 
with a consultant, and that he has no 
right to a tabulation of comparative 
commissions or profit margins. Now 
it’s against the rule to hand out 
spiffs, only: (1) behind the bosses 
back, (2) under an agreement to hide 
competing products under the count- 
er, (3) without offering them to 
sales help of competing retailers on 
proportionally equal terms. 

The code for imitation and cul- 
tured pearls, promulgated a few 


SEE... 


--»- WHEN 
YOUR SALES 
PRESENTATION 
GOES VISUAL 


Sales 
“Jools 
Tuc. 


1704 WEST 
WASHINGTON 
CHICAGO ILL. 


Write for 
Folder of Stock 
and Special 
Sales Aids 


months after the cosmetic code, re- 
tains the older strictures against push 
money, which probably will be re- 
vised. For this industry, payments to 
retail clerks was a minor matter. The 
great problem was to properly iden- 
tify cultured pearls, imitations. Ad- 
vertisements said loosely: “seed 
pearl,” “oriental pearl,” “replica,” 
“reproduction,” “real,” “genuine,” 
“natural,” “wild,” “gem.” The code 
in effect is a dictionary lacking al- 
phabetical order. Real pearls are 
those found as by accident in oysters. 
To cultivate one, you plant a bit of 
shell; the degree of cultivation and 
the consequent price depend largely 
how long it stays in the oyster— 
weeks, months, years. Imitations, us- 
ually glass, may look prettier and sell 
higher than thin cultivated pearls. 
It’s a matter of artistry as well as 
thickness of coating. , 
Rayon manufacturers, too, were 
plagued by this matter of wording 
and their code recently was changed 
to distinguish rayon from acetate. It’s 
not that one is better, but that they’re 
different: they react differently to 
ironing, washing, sun-drying, etc. It 
was the manufacturers who worked 
out exact distinctions and got the 
commission to insert them in the 
rules. The industry seems to lack in- 
teresting deceptions; the most you 
find is a rule to properly identify by 
percentage the contents of mixed 


fibers. 
“Sample Hat" No Sample 


In millinery, it was different. 
“Sample hat,” until this September 
when a code was promulgated was a 
promotion word and so didn’t refer 
to samples being sold cheap but only 
to the usual hats. Even if the original 
label admitted use of old materials, 
the hat was likely enough to be re- 
stamped before it reached the one 
who’d wear it. The code changes all 
this. 

The prohibitions in the hearing aid 
code range more widely than most. 
They include one against “bait” ad- 
vertisements, which offer products 
that aren’t stocked. Want-ads were 
too enthusiastic about rates of pay. 
Customers were told falsely that doc- 
tors had designed or examined the 
instruments. Such phrases as “‘amaz- 
ing new discovery,” “revolutionary 
new invention” were commonplace 
descriptions of usual hearing aids; 
manufacturers dropped them. 

These are but a few codes. More 
are being drafted. As you can tell 
from the way they advertise, com- 
panies actually adhere to them after 
they’ve been promulgated. The End 
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ectrifying 


Announcement! 


For 21 years, IBM has been making the finest 
typewriters in the world! 

And now two new model IBM Electrics are ready for 
you—the new Standard and the new Executive *! 
These new IBM’s have exciting new features 

never before available on any typewriter! 

And the work anyone can turn out is so fine 

that every letter is a masterpiece of typing! 

You can get all the facts about these beautifully- 
designed IBM’s by writing to: 


4 IBM INTERNATIONAL BUSINESS MACHINES, DEPT. SS 
¢ V V 590 Madison Ave., New York 22, N. Y. 


Electric ‘Typewriter 
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oweat Rates Evor 


p> The NEW Trade Paper 
for ALL U.S. Armed Forces 
Purchasing Personnel 


A guaranteed, paid and controlled 
monthly circulation of over 15,000, 
starting with the first issue, means 
that you are sure of reaching more 
men who make the buying decisions 
in THE MILITARY MARKET. 


p> HIGHEST readership 
among Military Buyers 


Edited by an experienced trade 
paper staff, authorities on Armed 
Forces buying, MILITARY MARKET 
features news and editorials of 
world-wide military merchandising 
interest to insure readership. 


p> MOST coverage 
per Ad Dollar 


YOUR AD enables you to present 
your product to procurement ofSicers 
in the Army, Navy, Air Force, 
Marine Corps and the Veterans 
Administration who buy for the 
3-14 million consumers in 8 billion 
dollar Armed Forces market. 


Get rates and complete information 
from nearest office: 


New York Chicago Los Angeles 
San Francisco Philadelphia 
London Frankfurt Rome Tokyo Casablanca 


The Military Market 
ARMY TIMES PUBLISHING CO. 


Now Look Who Uses Ads—Russia! 


This report on the application of advertising by the 
communists was written by Marshall MacDuffie, a 
New York attorney, who traveled 10,000 miles on a 
65-day trip throughout the Soviet Union, as a private 


citizen, in 1953. 


Mr. MacDuffie’s full report, “Russia Uncensored,” 
will appear in the March 5 issue of Collier’s. It is a 
fascinating report by one American, who had been in 
Russia in 1946, on his unescorted tour in 1953 of areas 
seen by few Americans in many years. 


One recent development in the 
U.S.S.R. is the use of advertising on 
a wide scale—a startling circumstance 
in a nation which brags that it has 
done away with capitalist competi- 
tion. I asked one man the reason state 
enterprises had turned to advertising ; 
he said it was to stimulate trade. 
When they made the move they did 
it in a big way. Newspapers, radio 
and billboards plug everything from 
cornflakes to insurance. Neon signs 
have sprouted all over the larger 
cities. 


Smoke All Four! 


One huge sign near the Kremlin 
indicates the noncompetitive nature 
of the ads. It urges, “Smoke Astra, 
Pamir, Ducat and Prima’”—four of 
the Soviets’ leading cigarettes. 

The big newspaper Izvestia has 
moving electric-bulb signs running 
across the front of its building like 
the news bulletins on The New York 
Times Building. The Izvestia signs, 
however, are devoted completely to 
advertising. Here are some examples: 
“Mineral water — Moscow Mineral 
Water is hygienic. It is also used for 
sick stomachs. Drink Moscow Min- 
eral Water. . . . Repair your watches 
in shops labeled True Time. Quality 
guaranteed. . . . Different fish prod- 
ucts—cooked, fresh, salt, smoked her- 
rings in cans in big assortments. Buy 
ever-fresh products in the fish shops.” 

There are similar exhortations in 
the newspapers. One ad by the Min- 
istry of Food Products is for “Na- 
tural Tea—a tasteful, sweet and 
healthy drink.” The ad is decorated 
with a picture of a box of tea, a 
lemon, a cup, a cake, a teapot and 
some flowers. Another is one of the 
many new plugs for Soviet Cham- 
pagne (the bubbly stuff seems to have 
been picked out by officials as a sym- 
bol of the better living they’ve prom- 


ised their people). The ad _ reads, 
“Soviet Champagne is a fine wine, 
the pride of Soviet wines. Soviet 
Champagne, the best decoration of 
the table.” 

Wherever I went—in the Ukraine, 
White Russia, Central Asia and 
the Azerbaijan Republic—billboards 
would suddenly rise up in the wilder- 
ness with such messages as ‘Drink 
Beer,” and “Buy Cornflakes—they 
are tasteful and healthful.” The 
identical signs kept popping up every- 
where—the same size, the same col- 
ors, the same print—until I knew 
them by heart. 

One of the strangest of the bill- 
boards contained a backhanded free 
plug for an American company. I saw 
it in Aktyubinsk, a tiny town behind 
the Urals. It was an advertisement 
for Silver Dust, the most disgraceful 
anti-American movie I have ever seen. 
In the foreground is a representation 
of an evil-looking American scientist 
holding test tubes full of germs for 
bacteriological warfare. In the back- 
ground is a montage of New York 
skyscrapers. On one of them is a sign 
that says clearly, “Coca-Cola.” 


Soviet Public Service 


The Soviet government also makes 
widespread use of the billboard ad- 
vertising technique to warn, lecture 
and propagandize its people. There 
are innumerable signs saying, ‘“Par- 
ents, look out for children at cross- 
ings,’ “Forward to the victory of 
Communism,” “Glory to Soviet 
mothers,” “It is a public duty to pre- 
serve and increase our trees,” “In- 
crease production!” and ‘Take care 
while crossing streets.” 

And most overwhelming of all, of 
course, are the thousands of billboards 
expounding the Soviets’ current prop- 
aganda line of “Peace!” The End 
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PRACTICAL 
Buber 


You look through a representative issue of a good 
trade publication. You are impressed. 

The editorial menu is healthy and well-balanced. 
The pages are filled with meat, not mush; food, 

not froth. But what you don’t see is the biggest 
thing you buy: the reader-confidence in every page. 
The editors of practical | builder have only 
one master: the reader. Thepr job is to serve 

him and his best interests; to raise his sights; 

to help him be not only a better builder but 


A California company (name on request) 


a better profit-maker. And they guard this 


writ::: “We have read your 20-page 


reader-relationship jealously and zealously. presentation on Shopping Centers 
3 , (November, 1953 PB) with interest 
That’s.why PB lives close ta the heads and hearis 


of men who don’t just talk ilding but comprehensive round-up of a most 


complex subject, and you deserve 


and with care. It is an excellent, 


actually do it... more than 90,000 of them, 


high compliment for the presentation.” 


principally builder-eontracfors, 


_-. Of the light construction industry 


© industTRIAL PUBLICATIONS, INC., CHICAGO 3 


Taking the wheel of Hudson Motor Car Co.'s “Italia,” N. K. VanDérzee, V.P. in Charge of Sales, explains: 


How a new Hudson avoids traffic problems! 


“Here is the new Italia—a look into the future and the latest 
member of the Hudson family which includes the Hornet, the 
Wasp, and the Jet,” says N. K. VanDerzee. 

“But new design naturally creates new traffic problems—in 
the factory. It’s a big job to prevent parts shortages from stall- 
ing assembly lines. Air Express is a tremendous help. 

‘As our Traffic Department puts it: One phone call, and it’s 
a load off our minds. Air Express delivers in a matter of hours. 
This dependable speed gives us the safety margin we need to 
keep production rolling. We handle about 2,500 Ibs. a month 
by Air Express. Naturally, we're thinking about speed. But 


our records show that most of our Air Express shipments also 
cost less than they would by any other air service! 

“Add to this the country-wide coverage and Air Express’ 
ability to pinpoint shipments in transit, and you have some . 
idea of why our Traffic Department turns to Air Express for 
our most urgent traffic. 

“We in Sales are proud of our reputation for on-time 
deliveries of new cars. In large part, we owe that reputation to 
our Traffic Department—and Air Express.” 

It pays to express yourself clearly. Say Air Express! Division 
of Railway Express Agency. 


—_— & Air Express —_—— 


GETS THERE FIRST via US. Scheduled Airlines 
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Where to Get Basic Data 


On 225 Metro Areas 


Now you can pinpoint for salesmen advertising support in 
each area through newspapers and Sunday supplements. 


Eleven Chicago advertising agen- 
cies have brought together in conveni- 
ent form the most useful basic types 
of data on newspaper circulation, 
family coverage, retail sales, popula- 
tion, and rankings in 20 categories 
for the 225 top metropolitan county 
areas. 

Each page of the 250-page book 
gives about 25 general items of data 
on a single metropolitan area, these 
areas being the 165 so-called “stand- 
ard” areas, plus the well-known 60 
“potential” areas delineated by SALES 
MANAGEMENT in its 1953 Survey of 
Buying Power. 

Two sources were used for the es- 
timates: SALES MANAGEMENT’s Sur- 
vey of Buying Power for all popula- 
tion, sales and ranking figures, and 
the Audit Bureau of Circulations for 
newspaper coverage. 

The newspaper data, shown in 
great detail and nowhere else avail- 
able in processed form, include: 


1. Total U.S. circulation of all 
ABC and important non-ABC morn- 
_ing, evening, Sunday, supplement or 
comic group papers which put 100 or 
more copies into each area. 

2. Area circulation of every such 
paper. 

3. Percentage area circulation to 
total circulation for each paper. 


4. Percentage of area families cov- 
ered by area circulation of each 
paper. 

The tabulating work was done by 
Workman Service, Inc., Chicago, 
from IBM punched cards. 

This media analysis, which cost the 
non-profit Chicago agency group over 
$4,000, is being offered at $75 a copy 
to other advertising agencies, national 
advertisers, publishers and their rep- 
resentatives. Copies may be ordered 
from Steve Bowen, Tatham-Laird, 
Inc., 64 East Jackson Blvd., Chi- 
cago 4, III. 

Advertising managers and agency 
executives will find in the volume 
ready-made answers to many of their 
everyday problems of selecting both 
markets and media, while sales man- 
agers will be able to pinpoint for 
their salesmen the advertising support 
being given in each of the 225 areas 
through newspapers and Sunday sup- 
plements. 

The eleven Chicago agency spon- 
sors are: Leo Burnett Co., Inc.; 
Foote, Cone & Belding; Clinton E. 
Frank, Inc.; Earle Ludgin & Co.; 
MacFarland, Aveyard & Co.; Need- 
ham, Louis & Brorby, Inc.; Ruth- 
rauff & Ryan, Inc.; Russel M. Seeds 
Co.; Sherman & Marquette, Inc.; 


Tatham-Laird, Inc.; Weiss & Geller. 
Inc. The End 


“I’ve decided the only way to find out if you’re 
indispensable is to let you go!” 
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A\MERICAN 
DECALS 
are... 


...Your Most 
Permanent... 

Attractive... 

and Economical 


SELLING 
MEDIUM 


The Free space on dealers’ windows, truck panels 
and dispensers offer unexcelled potential advertis- 
ing value. Eye-catching American decals effectively 
and permanently utilize this space to promote your 
brand and product, or service to thousands of shop- 
pers each day. They tie in your other advertising 
efforts at the point of sale and help assure con- 
tinued dealer cooperation. Field tested for dura- 
bility, American decals stay “on the job” for years 
delivering your message day and night. 


FREE! Write today for Free full color brochure 
and samples. 


A merican MDecalcomania fo 


ComeTHine Migsine... 


LIKE CALIFORNIA 
WITHOUT THE 
BILLION DOLLAR VALLEY OF 


+ \: “Zi THE SACRAMENTO BEE 
ZT THE MODESTO BEE 
THE FRESNO BEE 
California’s inland valley — 220 miles from Los Angeles, 
90 miles from San Francisco — is a big metropolitan 
market. Over 600,000 families (average buying power: 
$5,241) live in this independent self-contained area.* 
You’re not selling California unless you’re selling the 
valley. And you can reach it in depth only with its 
strong local newspapers, the three... . 


Mc CLATCHY NEWSPAPERS 


*Sales Management’s 1953 Copyrighted Survey NATIONAL REPRESENTATIVES . . . O’MARA & ORMSBEE 
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R-O-P Color 
Ups Readership 


A new study by Milwau- 
kee Journal shows added 
pulling power 


Page advertisements in run-of- 
paper color carrying two or more col- 
ors have three times the readership 
among men and almost 50% greater 
readership among women than adver- 
tisements carrying one color and 
black. 

This conclusion applies specifically 
to The Milwaukee Journal, which 
employed Publication Research Serv- 
ice, Chicago, to make a six-day study 
of the newspaper among more than 
3,000 men and women. 

Among men readers, all of the 10 
best-read national advertisements on 
Sunday were in color. Five of the 10 
best-read local advertisements on Sun- 
day were in color. 

In the daily issues, among women 
readers, three of the four best-read 
national advertisements were in color. 
Among men readers, two of the three 
best-read national advertisements 
were in color. 


Results of Split-run 


In a split-run test of a Standard 
Premium Gasoline ad which ap- 
peared as a black-and-white page and 
as a one-color and black page—all 
elements identical (copy, position, 
layout )—the only variable being the 
addition of red, the black-and-white 
readership was 22% for men, 26% 
for women. With the addition of 
color, the readership recorded was: 
34% for men, 34% for women—an 
increase of 54.5% over the black-and- 
white readership for men and an ii- 
crease of 30.8% over the black-and- 
white readership for women. 

Readership is fairly uniform during 
week days: 

Men Women 

Minutes Minutes 
Sunday 115 103 
Monday 63 64 
Tuesday 68 64 
Wednesday 60 68 
Thursday 61 58 
Friday 59 54 


The Journal plans to release a 
series of bulletins presenting the find- 
ings highlighted here as well as 
many others in greater detail. 
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To sell both =f 
men and women. 
in Buffalo— oe 


7 


— follow the lead of men’s and women’s-wear 

stores. Both place their greatest daily lineage in 
FULL ROP the Morning Courier-Express — and use additional 
COLOR space Sundays to reach the largest circulation in 
Available both the state outside of Manhattan. 


daily and Sunday TOTAL LINEAGE 1953 
for greater 


i i i Daily Courier- Sunday Courier- 
impact in this wy Comer toy Cov 


powerful Women’s Stores ....1,403,910 654,911 
newspaper. Men’s Stores .......... 848,965 140,025 


COURIER 
EXPRESS 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
Pacific Coast — DOYLE & HAWLEY 


There’s a Year-lon g Centennial Party 
in the Omaha W orld-Herald Market 
of Nebraska and Western lowa. 


This 
$2 Billion 
Market 


Spending Mood 


Omaha World-Herald 


O'Mara and Ormsbee, National Representative 
New York—Chicago—Detroit—San Francisco—Los Angeles 
247 ,582 Daily — 255,317 Sunday 
Publisher's Statement as of September 30, 1953 


COMING ... 


A Current Reading List for 
Sales Executives and Salesmen 


in Sales Management March 15 


CUT OUT 
FOR YOU! 


SELL to 


the market in 
which 73% of 
OKLAHOMA'S 


retail sales 
are made... 


with a station 
whose coverage 
is concentrated 
98% therein! 


Yes, WKY is powered 


and programmed exclusiv ely 
for Oklahoma. 


RADIO 


Owned and Operated by 

THE OKLAHOMA PUBLISHING CO. 
The Daily Oklahoman 

Oklahomeo City Times 
Farmer-Stockman © WKY- 

Represented by THE KATZ AGENCY 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Type Founder .. . 
Robert A. Tobias, to v-p in charge 
of sales, from director of marketing. 


Ansul Chemical Co. . . . 

George Brelie, to government rela- 
tions manager, in charge of sales, 
from manager, fire equipment sales 


branch office, Oakland, Cal. 


Buchanan Electrical Products 
Corp. ... 

James O. Johnson to general sales 
manager. 


Charm Magazine-. . . 

Ira Rudin, to sales development 
co-ordinator in the advertising de- 
partment, a new post. He has been 
in his own business as fashion-mer- 
chandising consultant. 


The Coolerator Co... . 

Gerald L. Hartman, to director of 
sales and advertising from sales man- 
ager, kitchen appliances, Bendix 


Home Appliance Division of AVCO. 


Dell Publishing Co., Inc. . . 
Paul R. Lilly, to v- ~ from man- 
ager of direct sales. 


Allen B. Du Mont Laboratories, 
ae 

C. J. Harrison, to sales manager, 
Mobile Communications Department, 
Communications Products Division, 
from marketing manager of the Divi- 
sion’s Transmitter Department. 


The Flying Tiger Line . . . 

T. W. (Ted) Holmgren, to west- 
ern regional sales manager, from dis- 
trict sales manager at Los Angeles. 


Gits Molding Corp. . . 

William G. Bacon, to general sales 
manager, from sales manager, House- 
wares Division. 


Keeney Publishing Co. . . . 

Charles E. Price, to president and 
treasurer, from secretary, treasurer 
and general manager. Frank P. 
Keeney assumes the new post of chair- 
man of the board. 


M and M Wood Working Co. .. . 
Robert N. Kelly, to general sales 
manager, from sales manager. 


Majestic Manufacturing Co. . . . 

E. D. Russell, to v-p and director 
of sales, from sales manager, New 
Products Division. 


The Maytag Co. . . 
Max E. Fuller, to director of field 
education, a new post, from Dean of 


the college and professor of speech, 
Grinnell College, Grinnell, Ia. 


McKesson & Robbins, Inc. . . . 

A. C. Saxer, to v-p, from director, 
import sales ad monopoly state activi- 
ties. 


Nash-Kelvinator Corp. 

James W. Wank. to general sales 
manager, Nash Motors Division, 
from Eastern Division sales manager. 


National Silver Co... . 
Walter Jacobs, to v-p in charge of 
sales, from general sales manager. 


A. C. Nielsen Co... . 
Joseph R. Matthews, to v-p, from 
western sales manager. 


Norton Co... . 

Donald L. Price, to sales manager, 
Abrasive Division, from sales man- 
ager, eastern region. 


Royal Metal Mfg. Co... . 
Joseph K. Salomon, to president, 
from general manager and secretary. 


The Scholl Mfg. Co., Inc 
A. R. Nutt, to ati sales man- 
ager. 


Scripto, Inc. . . . 
Bill De Vriendt, to sales manager, 
Adgif Co., Division of Scripto, Inc. 


Standard Packaging Corp. . . . 
Albert E. Bachmann and H. T. 
Holbrook, to vice-presidents. 


Thomas Industries, Inc. . . . 

R. W. Minett, Jr., to sales man- 
ager, Moe Light Division, Thomas 
Industries, Inc. 


Victor Adding Machine Co. . . . 

Ernest Himebauch, to sales man- 
ager, Commercial Products Division, 
McCaskey Register Division, from 
director, Victor’s Champion Sales 
Department. 


The Weatherhead Co. . . 

Gene P. Robers, to sales manager, 
newly-created Distributor Division, 
from sales manager, Standard Parts 
Division. 
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... or from Omaha to Oshkosh, or Sacramento to Scranton 
for that matter ... thousands of Sales Managers exert the 
tightest possible remote sales control over entire organi- 
zations every day. And this job that kicks sales curves 
upward takes a fraction of the time it used to. 

How do they do it? By using one or more profitable 
methods contained in this book (free). The book explains 
many proved-in-use sales control systems. You’ll see how 


Kardex Visible Records give you a constant, up-to-date 


sales picture in concise, usable form, so you can direct your 
fieldmen to high-profit calls, big-volume customers, neg- 


‘ 


lected accounts — turning “on your books” potential into 
gold, from Dallas to Detroit, in minutes with “manage- 
ment by exception” techniques. 

The right time is right now. The place to write is Rem- 
ington Rand, Room 1930, 315 Fourth Avenue, New York 
10. The book to ask for is KD524. You’ll wish you’d heard 


about it years ago. 


PROFIT-BUILDING IDEAS FOR BUSINESS 


Inspired Pricing 


whee 


~ 


+ ARN EQUINERT 0. NC 


- 


When you have two used tractors of the 
Same make and model which appear to be 
in the same condition, always price one $25 


higher. 


If you don’t, the first buyer always 


will wonder if he really picked the better 


tractor. 


But when one tractor of the same make 
and model has an obvious difference—bet- 
ter tires—place the same price on them. 


The better one will sell first. 


To sell the 


other one you can offer to retread the tires. 


"9 a 
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What Your Dealers Should Know 
About Farm Machinery Trade-ins 


Benefits to offer the prospect shopping for the best deal, 
tips on re-conditioning farm equipment, finding buyers. 


BY EDWIN A. HUNGER 


Farmers are born traders. Many a 
one has a bit of the David Harum 
in his make-up and is not averse to 
putting over a “smart” trade-in deal. 

When a farmer imbued with this 
trading instinct is all set to buy a 
new labor-saving machine, he prob- 
ably will immediately contemplate 
the old machine to be replaced with 
considerable new interest. “What is 
its trade-in value,” he will ask him- 
self, and the more he asks himself 
this question the more he may think 
he ought to get for it. 

This question will impel the farm- 
er to shop around and in this pursuit 
he will take on the role of a sales- 
man, dickering with dealer after 
dealer to sell the old tractor or other 
machine at highest possible price. In 
fact, in his effort to make a trade-in 
bargain he may put far too much 
emphasis on the sale of the old ma- 
chine at the cost of sufficient thought 
to the purchase of the new machine 
and what kind of service he can get 
from the dealer who sells it to him. 

Now, the smart servicing dealer, 
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trained in the correct profit-making 
methods of handling trade-ins being 
developed in the industry and able 
to sell his customers on his adequate 
after-sales service and shop facilities, 
refuses to let the farmer take away 
from him the role of salesman. By a 
careful study of the farmer’s needs, 
he will: 

Keep the sales discussion continual- 
ly on the new improved machine, 
which he’s sure the farmer eagerly 
wants and must have to lower his 
costs. 

Highlight the many money and 
labor-saving features as they especial- 
ly fit that farmer’s needs. 

Have detailed cost figures and 
rates of operation and gains in time 
of harvesting or tilling per hour or 
per day to tell the farmer as they 
particularly pertain to his field or 
barn operations. 

Take the new machine to the 
farm and by demonstration prove his 
point and show how it will actually 
increase his income, or in his own 
language, his pay. 


Leave the machine, if necessary, 
on the farm a day or so and let the 
farmer sell himself on its advantages 
and cost-saving features. 

Show how the new outfit will help 
keep off the farm expensive and 
bothersome outside labor, whose av- 
erage hourly rate jumped from 15.1 
cents for the period of 1935-39 to 
89c (Bureau of Agricultural Eco- 
nomics, U.S. D.A. for September, 
1953). 

Sell the wife, too, on this idea of 
keeping expensive help away from 
the farm by use of new equipment 
and thus eliminating extra cooking 
chores and the discomfort and incon- 
venience of having strange men 
around the place. 

Only after the experienced dealer 
is convinced that the farmer is sold 
on the new machine and wants it so 
much that the trade-in machine is a 
secondary proposition will he begin to 
talk trade-in business. If before this 
the farmer interrupts and says “How 
about my F-20? What’ll you give 
me for it? It’s in darn good shape, 
you know. I only want to trade it 
in because I need more power.” 

The dealer will quickly answer 
somewhat as follows: ‘Wait a min- 
ute, let me tell you more about this 
new hydraulic lift,” or he'll come out 
plain turkey and say, “Heck, George, 
you know darn well I'll give you 
what it’s worth. Haven't I always 
treated you right? Now, let me go 
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on and tell you about this.new out- 
fit and the new quick hitch and how 
it will save you money and lots of 
backaches.” And so on until he’s 
sure he has thoroughly and convinc- 
ingly covered his selling proposition. 

Finally, when the new sale is pret- 
ty well on the griddle, the experi- 
enced dealer will produce an ap- 
praisal blank with which to evaluate 
the old trade-in machine. He obtains 
this appraisal blank from the Na- 
tional Retail Farm Equipment Asso- 
ciation. With this appraisal sheet he 
proceeds to check with the farmer 
in his most polite, most careful and 
most businesslike manner the machine 
from stem to stern. 

On the form he notes the cost of 
reconditioning such major parts as 
motor, radiator, transmission, clutch 
and brakes, starter, lights and wir- 
ing, battery or magneto, axles, wheels 
and lugs, tires, gears, bearings, frame, 
power connections, drive chains and 
belts, and seat, and finally the cost 


of cleaning and painting. After these 
figures are listed an estimate of the 
total cost of reconditioning, the re- 
sale value of the machine in condi- 
tion, the ‘‘as is” value from the “Ofh- 
cial Tractor and Farm Equipment 
Manual,” which contains figures 
based on the year the model was in- 
troduced and first sold, and finally 
the recommended allowance figure 
preferably made with the approval 
of the dealer’s service manager, are 
listed at the bottom of the sheet. On 
the other side are spaces for records 
of purchase and re-sale of used ma- 
chine. 

After a careful appraisal such as 
this, the farmer not only will respect 
the dealer for the business-like way 
his appraisal has been made but will 
also quickly admit, to himself at least, 
that he is out of line in his own eval- 
uation. Such an appraisal will also 
convince the farmer that this dealer 
is business-like in his other activities, 
especially in giving efficient after- 
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sales service and will be well pre- 
pared to take good care of his emer- 
gency repair and servicing needs in 
busy planting and harvest seasons. 

Among the manufacturers’ execu- 
tives who have made a keen study 
of trade-in problems and especially 
the effectiveness of proper appraisals 
is J. W. Simpson, manager of the 
Sales Operations Research Depart- 
ment, International Harvester Co., 
Chicago. Mr. Simpson’s department 
is engaged in a continual study of 
projects that will enhance the effi- 
ciency and profit-making ability of 
dealers. The following significant 
paragraph on used-equipment  ap- 
praisals is from his speech “Appraisal 
Techniques” delivered at a_ recent 
panel meeting conducted by the 
Farm Equipment Institute: 

“Successful trading begins with 
knowing how to appraise correctly. 
Correct appraisal is not a difficult 
task. It’s simply a matter of estab- 
lishing the estimated selling price and 
deducting the cost of reconditioning 
and selling expense. Experience and 
judgment are important factors in 
appraising. A competent appraiser 
must keep well posted on local de- 
mand. He can enhance his knowledge 
in this respect many fold by keeping 
in close contact with an _ efficient 
prospect system. In other words, 
maintaining a general knowledge of 
the demand for certain types and 
models of used machines. 


How To Be Well Informed 


‘An efficient appraiser should also 
keep posted on the market price of 
major machines. He should make 
consistent use of the official tractor 
and farm equipment trade-in man- 
ual. But that isn’t enough. Local 
market values often vary from those 
suggested in the manual. To be fully 
conversant with local demand and 
values, the appraiser should read reg- 
ularly the for-sale ads, attend public 
auctions, and make regular visits to 
competitive used equipment sales 
lots.” 

Knowledge of average used equip- 
ment prices according to make, year 
made and year introduced prevailing 
ir’ various sections of the country is 
a big help in making appraisals. A 
variety of price information obtained 
on a nation-wide scale is contained 
in the pocket-size “Official Tractor 
and Farm Equipment Guide.” This 
book, which is published semi-annual- 
ly by the National Retail Farm 
Equipment Association, in St. Louis, 
has become a veritable bible to many 
a farm-equipment salesman. It serves 


SALES MANAGEMENT 


Plenty of Soil Here 


Edwin A. Hunger is a farm 
writer who started his pro- 
fessional career with an M. 
E. degree from Cornell Uni- 
versity. He’s been an editor 
on ELECTRICAL WORLD 
and THE IRON AGE and 
spent three years with East- 
man Kodak Co. 

Until he retired in 1951, Ed 
Hunger was with  Interna- 
tional Harvester Co, for 30 
years in the Consumer Rela- 
tions Department. He now 
lives in Battle Creek, Mich., 
but he still is a familiar sight 
at meetings of farmers and 
farm equipment people. 


as a sort of value-making slide rule 
and thus supplements other price- 
fact-finding sources listed by Simp- 
son. It helps to deflate a farmer’s 
over-evaluation of his old machine 
by quotation of prices as listed in the 
book on his particular model by year 
and make. Incidentally the book is 
also widely used by country bankers 
for appraising equipment for loan 
purposes and by people handling in- 
surance risks, claim adjustments, tax 
assessments and estate valuations. 
National Market Reports, Inc., 
Chicago, publishers of the  well- 
known automobile and motor truck 
“Blue and Red Books” are also now 
producing a “Blue Book” for the 
farm-equipment industry. This book 
is also pocket-size and lies flat when 
open. It contains descriptions of vari- 
ous tractors and farm machines and 
also factory prices and average ap- 
praisals based on present-day market 
conditions. Information from manu- 
facturers, dealers, bankers, farm bu- 
reaus and insurance men. help in the 
compilation of this “Blue Book.” 
Just as is the case with the Associa- 
tion’s Guide Book, dealers are often 
buying extra copies of the “Blue 
Book” for all their salesmen and also 
for their local banks, from which the 
banks can get a check cn equipment 
for loan purposes not only listed by 
farmers but also competing dealers. 
In fulfilling the dictum of Bruce 
Lourie, vice-president, Deere & Co., 
“Buy ’em right, fix ’em quick, and 
sell ’em fast,” the enterprising deal- 
er who is very careful in making an 
appraisal of the trade-in machine be- 
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Expect to find any . 
gold there, Old Timer?) § nice shady spot } § 
for diggin’. 


Knowing where to swing the pick and shovei is the 
secret of success in prospecting. 

And knowing where to apply the heel and toe is the 
secret of success in prospecting for sales. 

But salesmen who get the most from their heel and 
toe work have to do a little head work first. Men who use 
the Dun & Bradstreet States Sales Guides for their selling 
territories know that planning (head work) pays off in 
increased sales and in increased commissions. 

Why not provide your staff with the State Sales Guides 
they need — and watch the results? 


There's a difference between spending time and investing it. 


DUN & BRADSTREET, INC. 


139 offices in principal cities of the United States and Canada 
Headquarters: 99 Church Street, New York 8, New York 


fore he names his allowance figure is 
quite likely also to stand out as an 
enterprising servicing dealer. First of 
all he maintains a_ well-equipped, 
well-lighted, well-manned spacious 
shop in which various service and re- 
pair jobs can be quickly handled. An 
adjunct to this shop is a full set of 
replacement parts efficiently binned 
and cataloged. In addition to his 
regular new-equipment and_ used- 
equipment salesmen who travel out 
in the country this enterprising dealer 
regularly sends out servicing me- 
chanics to check up on previous sales 
and parts men to check up on prob- 
able replacement needs, who prefer- 
ably travel in special paneled trucks 
with bins for fast-moving and most 
urgently needed parts. Manufactur- 
ers are also employing special servic- 
ing and parts supervisors at their re- 
spective branches who are regularly 
on the road advising and assisting 
these dealer men in contacting their 
customers. 

Since farmers now for some years 
have become pretty generally ma- 
chine and power-minded, they have 
learned—often the hard and more 
expensive way—that adequate after- 
sales service must receive major con- 
sideration in any kind of equipment 


purchase, old or new. These mod- 
ern, machine-minded farmers instinc- 
tively know that the enterprising 
full-servicing dealer is bound to be 
in business for a long time and be 
backed by a manufacturer with a 
well-known, well-designed line pre- 
pared to give its dealers superior aids 
and directions. Such a dealer he also 
knows is able to service his customers 
in every way he promises and in 
every way they expect and like to 
be serviced. 

After all, survey after survey con- 
ducted by farm magazines and other 
interested parties among farmers 
show that service stands high in the 
consideration of machine purchases 
and the standing the dealer has in 
the community for service takes 
precedence over excessive trade-in al- 
lowances. A stock assertion of farm- 
ers sold on such after-sales service is 
somewhat as follows: “I always 
trade with The Farmers Equipment 
Co. They treat me right.” 

An interesting trend in the farm 
equipment business that is making 
after-sales service and the sale of 
trade-ins easier and more profitable is 
the movement of dealers from 
crowded Main Streets to roomier 
places on the outskirts of towns and 
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$202,000,000 
in retail sales 


Retail sales in the Passaic-Clifton ABC City 
Zone total better than $202,000,000* .. . of 
which $163,000,000* 
the Passaic-Clifton corporate city. For further 
information on Passaic-Clifton see page 92. 


You can effectively reach the more than 60,000 families 
that spend this money in Passaic-Clifton only through The 
Herald-News, the newspaper with the largest circulation of 
all Bergen and Passaic County newspapers. 


THE HERALD-NEWS 


OF PASSAIC-CLIFTON, N. J. 
New York General Advertising Office—James J. Todd, Mer. 
18 East 41st Street, New York 17—Murray Hill 5-0131 


is concentrated within 


cities. It’s a third cycle in dealer 
location trends. 

First, in the old horse-drawn-im- 
plement days, the place of. business 
was likely to be part of a blacksmith 
shop set-up back on a side street or 
even in an alley. Next, it was prob- 
ably part of a hardware store out on 
Main Street. 

Now, it’s agnodernistic main build- 
ing with auxiliary warehouse, paint- 
ing and cleaning buildings with per- 
haps a pylon to spotlight it from afar 
such as the noted prototype building 
designed by Raymond Loewy for the 
International Harvester Co., plans of 
which in several sizes have been 
passed on to numerous IHC dealers. 
All sorts of help in planning these 
modern buildings in the outskirts are 
being given by all the manufacturers. 
to make them straight, specially de- 
signed farm-equipment selling and 
servicing plants. 

When a dealer builds outside the 
city this way on a plot of from two 
to five acres or more in size, he not 
only has plenty of space for customer 
parking but also especially for the 
display of his re-conditioned trade- 
ins, cleaned, repaired and repainted 
with his modern shop facilities for 
“Fixing ’em quick,” and then putting 
them out where passing prospects can 
see them, and stop, look and ponder 
and so enable the dealer to play his 
profit role to “Sell ’em fast.” 


Used Equipment Displays 


A sight that immediately impresses 
one at these out-of-town places where 
selling used equipment is a distinct 
department of the business, and a 
profitable one at that, is the promin- 
ence given the display of the used 
equipment. In neat rows on well 
graveled or cindered lanes besides the 
new modern-styled sales and service 
buildings or right up in front near 
the highways on the edges of close- 
cropped lawns, these used machines 
and tools, properly re-painted and re- 
conditioned, veritably shout their bar- 
gain appeal to the hundreds of bar- 
gain-hunting farmers who pass by 
every day. 

After all, what way is better to 
make quick profit-making re-sales of 
used equipment than to show them 
out near the highway in neat weed- 
free rows where prospective buyers 
can see them. As one successful dealer 
in used equipment, who places them 
out in front of his main building on 
a triangular lot bordering two join- 
ing main highways declared, “They 
act as traffic stoppers and give me a 
chance to sell.”’ Incidentally the sale 
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is oftén, unexpectedly to the customer 
at least, of a new machine. 

The thoughts of manufacturer ex- 
ecutives on the outdoor display of re- 
conditioned used equipment for quick 


re-sale is well epitomized by R. M. ABOUT THE FORT WORTH 
Oakley, Sales Manager, the John 
Deere Des Moines Works: TRADING AREA gan SHOULD 


“Once in a while you run on to KNOW! 
. 


an enterprising fellow who has his 


barter goods hidden away off some 

place until it’s been through his shop AUTOMOTIVE SALES OF THE FORT WORTH AND 

—and I mean through it—cleaning, | 

reconditioning and re-painting. Then | WEST TEXAS TRADING AREA ($505 108 000) 
bi 9 


out it goes to a real honest display 
lot—fenced, surfaced, labeled, maybe SERVED BY THE FORT WORTH STAR TELEG M 
lighted—with used machines lined up, = 


accessible, and ready to show. Trac- 
tors can be started easily. Salespeople 
are available who can talk the ma- 
chines, know their sales features and 
can tell what work has been done on 
them and what they can be expected 


star angf THAT OF 29 DIFFERENT 
Why Price Important 4 T A T t g 1 * wt 


Alabama Nebraska 
In the sale of used equipment, Arizona Nevada 
price usually receives major consid- Arkansas New Hampshire 
eration by the prospective customer Colorado New Mexico 
who may be a young man just start- c . North Dakota 

See Ss Rael q 5 ian te onnecticut 

ing in business or a farmer who can- Del Oklahoma 
not afford a new machine. Frequently claware Oregon 
these two types of buyers come in a Idaho Rhode Island 


year or two later and with the profits Kansas South Carolina 


produced by the used machine buy a Kentucky South Dakota 

new one. The buyer may also be a Louisiana Utah 

farmer who chiefly uses late-model Maine Vermont 

equipment on his place but may want Maryland Washington *SOURCE: 1953 SALES MANAGEMENT 
to add second-hand machines to his Mississippi West Virginia SURVEY OF BUYING POWER 
setup to serve as auxiliary or standby Montana Wyoming 


units. Then, there is the dollar and 
bargain-conscious man, who has FORT WORTH IS THE GATEWAY 10 THE RICH WEST TEXAS MARKET! 
money, but prefers used machines. The West Texas market stretches for more 
In addition to price, a big aid in than 300 miles to the West and more than 
closing the sale of a carefully re- ' 100 miles to the North and South of Fort 
conditioned machine is the assurance eh Re deh ¢ hee Ea cee 
of the dealer that he will back up the to over 400,000. It is one of the nation’s 
deal with a warranty, forms for busiest markets. 
which he obtains from his association. Into this market of 1,928,700 people Texas’ 
"Aste campaign to make "Trading peter ied ot oe 
Used Farm Equipment Profitable, story is bound to be sees and read. The fon 
being conducted by the industry takes ; Y Worth Star-Telegram reaches 95% of all Fort 
on more and more steam, average Worth metropolitan homes daily and 86% of 
losses on trade-ins are reported in 23. 7. a metropolitan homes Sunday. 
recent “Cost of Doing Business” sur- Ms — oy ac = angry agg A ae 
veys made by the National Retail ‘ wins endl Mer: its ability to produce for the obvertion the 
Farm Equipment Association are results he desires from newspaper advertising. 
bound to become average profits. The Star-Telegram stands reedy and eager to 
Dealers everywhere are developing serve you! 
the know-how to handle trade-in jobs t 
at a profit. Numerous reports in the : FORT WORTH STAR-LELEGRAM 
farm-equipment press and other me- pap wheter t 
diums show that dealers, who are or- AMON G. CARTER, JR. Pecsident and Not se as ae 
ganizing carefully planned and efh- 
ciently used-equipment departments, 
are making the acquisition and sale of 
used equipment a profitable and neces- 
sary part of their business. The End 


. LARGEST CIRCULATION IN TEXAS 
WITHOUT the Use of Contests, Schemes or Premiums — “Just a Good Newspaper” 
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What Distributors Want in 
Manufacturers’ Factory Schools 


In 1954 you'll have to fight harder for a share of your 


distributor salesmen's selling—and training—time. Which 


suppliers will get the opportunity to give salesmen a stiff 
workout in product knowledge and techniques of selling. 


BY LOUIS H. BRENDEL 


Merchandising Director, James Thomas Chirurg Co. 


Industrial distributors agree that 
there are three effective methods for 
manufacturers to teach distributor 
salesmen about their products and 
how to sell them. A recent spot sur- 
vey of leading distributors indicates 
a virtual three-way tie with but the 
slightest preference for “factory 
schools.” 


1. Manufacturers’ Factory Schools 
15 votes 


14+ votes 


Calls made by manufacturers’ 
representatives with distributors’ 
salesmen 13 votes 


Of major interest to the distrib- 
utor’s salesman is that the manufac- 
turer conserved his precious time. 
That manufacturers are doing a good 
job is indicated by Stuart Russell, 
of J. Russell & Co., Holyoke dis- 
tributor who says, “It’s most evident 
that the oldtime trip to the factory 
with a walk-through, and a dinner 
afterwards has become obsolete.” 


86°% Like Schools 


Eighty-six percent of the distrib- 
utors feel that factory schools are 
worthwhile with only 14% rating 
them as only “fair.”” This is a better 
rating than the 59% of the distrib- 
utors who have given sales meetings 
an “excellent” rating. One reason for 
this higher quality o€ factory schools 
in comparison with sales meetings may 
be the proximity of top brass to the 
schools and its remoteness from the 
isolated sales meetings held in the dis- 
tributors’ places of business. It should 
also be remembered that when a 
manufacturer sets up a school at the 


70 


factory for even two days, he uses 
between three and six men, all spe- 
cialists. None of these “experts” is 
available to the territorial representa- 
tive when he holds a meeting. 


Criticisms and Suggestions? 


The value that distributors place 
on their salesmen’s time may _ be 
sensed in these distributor comments 
on factory schools : 


1. “Organize to make the best pos- 
sible use of time.” 

2. “Provide more plant practice— 
less schoolroom.”’ 


3. “It’s just a tour of the plant 
and a chance to get aequainted. Takes 
our men out of the field too long.” 


4. “Continued emphasis on product 
application, with salesmen actually 
working with the product being 
studied.” 


5. “Keep them more elementary.” 


6. “Grade the men fairly and in- 
form us what their grades are.” 


7. “More of our suppliers should 
have them.” 


8. “Regular scheduled basis, and 
not hit or miss.” 


9. “The success of the school work 
depends on the ability of distributor 
to expose salesmen to product traffic 
immediately after schooling.” 


10. “Intensive product application 
schooling most desirable.’ 


11. “Too long; should run only 
three days and give the men sales in- 
struction as well as product knowl- 
edge.” 


12. “Some too complicated — over 
their heads.” 


13. “There is a big opportunity for 
these schools—we wish more were 
available to us.”’ 

A distributor suggests that while 
the distributor’s man is at the manu- 
facturer’s place of business, the latter 
has an opportunity to (a) show off 
his physical plant (b) show off his 
brass (c) otherwise convince the dis- 
tributor’s man that he is selling for 
the right company. All this is a by- 
product of the “schooling.” 


How to Handle Expenses 


The majority of distributors feel 
that the expense of sending distrib- 
utor men to factory schools should 
be shared on a 50-50 basis with the 
manufacturer. The remainder sug- 
gested that the distributor pay for 
the transportation and the manufac- 
turer foot the bill for room and board 
while attending school. In either case, 
the distributor pays his salesmen’s 
salary during this period. 


How Long Should School Be? 


Most distributors feel that five 
days is the proper length of time for 
their salesmen to spend at a factory 
school. About a third of them will 
approve of 10 days if the product 
justifies it, while a few think three 
days in school is enough. The length 
of the school depends on the line to 
be covered. A two-day school may be 
longer than is needed for hack saw 
blades, while 10 days is scarcely long 
enough for a diversified technical line. 
There is considerable agreement 
among distributors that their sales- 
men should not spend more or less 
than 8 hours per day in school. 


How Many Men at School? 


Even though a distributor approves 
of sending his men to factory schools, 
he must concern himself with the 
problem of not seriously weakening 
his sales organization by having too 
many men away at school at one time. 
Almost half of the distributors feel 
that they cannot permit over 50% 
of their salesmen to be away at manu- 
facturers’ schools at one time. The 
remainder mention smaller figures of 
5%, 10%, 20%, 25%. (One dis- 
tributor set the limit as 1%. He must 
have a large organization or the 
splitting up will be difficult!) The 
average for all distributors is 29%. 
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17.4% more orders 


per 100 sales calls! 


228 reports in 

a recent study 
made by the 
Sales Executives 
Club of New York 
showed two 
interesting 
extremes: 


1. An average of 9.2 orders per 100 COLD calls at an 
average cost of $187.39 per order. 


2. But out of every 100 calls made after a buyer had 
studied a potential supplier’s catalog and invited the sales- 
man to call, the average orders per 100 calls jumped to 
38.4...317.4% better performance! 


And the average cost per order dropped to $44.89—a 
saving of $142.50 per order! 


So how do you get more buyers to invite 


your representatives to call? 


Obviously, by getting more buyers to use your cata- 
log more often. Getting manufacturers’ catalogs used 
has been the whole business of Sweet’s for 48 years. 


Sweet’s can (1) help you design your catalog so as to 
make it easy for potential customers to identify your 
product as the answer to their specific needs and to 
call in your representative, (2) place your catalog in 
the right offices of all companies of interest to you, 
(3) make sure your catalog is maintained in all these 
offices so that it is instantly accessible when buying 


“The more your catalog is used 
by potential customers, the more often your 


representatives will be invited to call!” 


Sweet’s Catalog Service 


Division of F. W. Dodge Corporation 
Designers, producers and distributors of manufacturers’ 
catalogs for the industrial ‘and construction markets. 


Dept. 94, 119 West 40th St., New York 18, N. Y. 


Atlanta - Boston - Buffalo - Chicago - Cincinnati 
Cleveland + Dallas - Detroit Los Angeles 
Philadelphia - Pittsburgh - St. Louis - San Francisco 
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needs arise, (4) enable your advertising to lead each 
‘‘warmed-up”’ prospect directly to your catalog so 
as to speed his action from interest to catalog use to 
invitations for your representative to call. 


Currently Sweet’s is helping 1,550 manufacturers 
get their catalogs used more often. The Sweet’s dis- 
trict manager near you will be glad to show you how 
we work with manufacturers who want to reduce the 
sales cost per order by getting more salesmen invited 
to call more often. 


These free booklets will help you see how you can get more 
potential customers to invite your salesmen to call. 

() Free booklet, ‘‘Some New Data on the Cost of Producing Orders 
in Industrial Markets’ (from the Sales Executives Club study). 


C) Free booklet, ‘“‘How to Improve Marketing Efficiency Through 
improved Catalog Procedure.”’ 


() Free booklet, ‘The Need for Printed Product ‘Information in 
industrial Buying,”” summarizes one phase of the NIAA Study. 


( Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure. 


NAME 


FIRM 


STREET 


city — STATE 


How Many Schools Per Year? 


The number of factory schools at- 
tended by distributors’ salesmen varies 
from one school every three years for 
a Pennsylvania distributor to three 
schools each year for one located in 
New Jersey. The average number for 
all distributors surveyed is 1% schools 
per man per year. The number of 
days per year spent in schools ranges 
from two to 10. With an average of 
six for all distributors. (This does 
not include travel time or week ends, 
since schools are generally not held on 
Saturdays or Sundays. ) 


A Teaching Suggestion 


One practical distributor contends 
that any manufacturer can educate 
his industrial distributors to sell his 
products in this way: Boil the project 
down to “the ten basic questions,” 
and then indelibly impress both these 
questions and their answers in_the 
mind of the student-salesman. This 
may be over-simplification, but it’s 
worth a try. 


To Specialize or Not 


One distributor who represents 34 
manufacturers from whom he pur- 


is |. 0. is 


If you sell through Industrial Distributors 


Important to you 


It’s human nature. The more the in- 
dustrial distributor salesman knows 
about 
and your products, the more time he is 
going to spend selling these products 
to industrial buyers. 


your company, your policies 


Remember, the average industrial 
buyer purchases most of his operating 
production and maintenance equip- 
ment, tools and supplies from the dis- 
tributor. The distributor salesman is 
often his one and only contact with a 
representative of your company. The 
effectiveness of the distributor sales- 
man’s representation is in direct ratio 
to his knowledge of, inter- 
est in, and enthusiasm for 
your company and your 
products. 


Keep your distributor 
salesmen consistently in- 
formed, interested, activat- 
ed. Use Industrial Distribu- 
tion to tell them your story 
every month. It will create 
sales results for you at a 
cost of less than three 
cents per contact. 


Industrial Distribution 
A McGraw-Hill Publication 
330 West 42nd Street 
New York 36, New York 


chases more than $10,000 worth a 
year poses this problem. “A distribu- 
tor represents 30 major lines. With 
factory schools every five years—men 
would have to attend six per year. 
Most schools spoil a week—and six 
weeks is entirely too much time for 
men to be out of territory. Also 
too expensive. To favor one particu- 
lar manufacturer causes dissention.” 
While this distributor seems to have 
tossed in a toughie, he goes on to sug- 
gest a possible solution. It is, “Bring 
the schools to the distributor.” 

Some distributors have endeavored 
to solve this problem by setting up 
specialists within their own sales or- 
ganization. For example, rather than 
trying to have every salesman a “jack 
of all lines and a master of none”— 
they practice selective sales specializa- 
tion. Survey shows that 70° of dis- 
tributors hire specialists for one or 
more lines. For example, one New 
England distributor with 30 lines 
divides them up with each of 10 sales- 
men specializing on three. Of course, 
each one sells all 30 but they call on 
other salesmen-specialists when neces- 
sary. Each line specialist is the only 
representative of this distributor who 
attends the factory schools of his three 
lines. 


Schools in the Field 


One of the country’s smartest dis- 
tributors believes ‘that those manu- 
facturers who bring the ‘schooling’ to 
the distributor’s place of business 
should face the music and train at 
least one team of two men to travel 
the country continuously to put on a 
‘school’ at the distributor’s place of 
business which will in some degree 
measure up to the standard of the 
‘school’ at the manufacturer’s fac- 
tory. Too many manufacturers today 
who elect to bring the ‘school’ to 
the distributor leave the job in the 
hands of the area men, who as a rule 
are neither equipped with the proper 
material nor have adequate ability to 
talk on their feet.” 

It is not always economically prac- 
tical to “bring the school to the dis- 
tributor” as suggested by several dis- 
tributors. One Connecticut manufac- 
turer successfully did the next best 
thing by holding two regional schools 
of two days each. He held one in 
Ha-tford and the second in Cincin- 
nati a month later (handling the 
Pacific Coast separately.) These two 
locations were selected because of 
their proximity to the main factory 
and a branch factory. 

Approximately 3,000 men were eli- 
gible for schooling but since the av- 
erage distributor doesn’t like to re- 
lease over 20% of his sales staff at 
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one time, the total number of dis- 
tributors’ men attending both schools 
was approximately 600. 

It is worthy of note that interest 
in attending these schools was so high 
among certain distributors’ salesmen 
that special sales’ contests were held 
to determine which salesmen would 
attend. Thus these distributors started 
getting a sales stimulus even before 
their salesmen attended these schools. 

Many distributors warned the 
salesmen who were selected to attend 
the school that they would be held 
responsible for bringing “the word” 
about the products that they got at 
school, back to their less fortunate 
brothers who remained at home. 

It was felt that by putting the pres- 
sure on these distributor men, the job 
could be accomplished in two long 
days (8:30 a.m. to 6:30 p.m.). After 
consideration, it was determined not 
to limit the number of men any one 
distributor might send to the schools. 

This manufacturer also brought 
his own salesmen in from the field 
to attend these schools. The reason 
for this was two-fold; first, as a re- 
fresher for his own men; and second, 
to enable them to meet a great many 
distributors’ men quickly. 

The invitation sent out to distrib- 
utors was plainspoken and said, “The 
classroom work is going to be exact- 
ing and demanding of attention. Each 
student is going to be examined as to 
eligibility for a diploma. Our aim is 
to make these two days more success- 
ful of sales-producing education to 
your men than the fine schools we’ve 
held in the past. Your men will be 
asked to pay their own transporta- 
tion charges and hotel room fees.” 


Use Selection Charts 


A portion of the school time was 
devoted to teaching the salesmen how 
to select the proper device for every 
different application. This informa- 
tion was imprinted more permanently 
on the men’s minds through the use 
of visuals and also by means of the 
easily usable “Selection Charts.” The 
men were thoroughly grounded in 
the company’s method of enciphering 
catalog numbers so as to remove any 
fear or mystery from this subject. 

The school’s educational program 
incorporated a number of different 
teachers and there were frequent de- 
liberate changes of pace to ensure 
holding the men’s interest. Question 
periods were held at the end of each 
half day to enable all problems to be 
cleared up promptly. Various types of 
teaching aids were used. These in- 
cluded recordings, slides, sound-slide 
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films, movies and special projectors 
that permitted price calculations to 
be done on the screen. One interesting 
feature was the proof of the ease with 
which a new product could be in- 
stalled. Several of the company’s top- 
flight management men (including 
the product’s inventor) erected a 
set-up of this product and had it in 
dramatic operation in only five min- 
utes. No salesman could doubt a 
statement that “it is easy to install’ 
after he had witnessed a group of 
inexperienced executives put together 
a workable system in a few minutes. 


The salesmen were stimulated to 
greater attention and effort on their 
examinations by a collection of worth- 
while merchandise prizes. ‘These 
prizes were displayed at the school 
and later awarded to the ‘‘students” 
getting the highest marks on the 
“exams.” 

At the end of each day’s instruc- 
tion, all distributors’ men were given 
two thorough but fast examinations. 
These exams resembled somewhat 
Time’s current events test where the 
“student” checked the correct answer 
out of five possibilities or circled a 
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You design a good product—make it well 
—price it right—set up distribution—run 
your oo then what? All this is sheer 
waste without dealer identification. 

Be sure your sales program includes 
Artkraft's* effective point-of-purchase signs. 


PORCELAIN NEON 
DEALER SIGNS 


Built to ussure lasting, Trouble-Free service 
Audited research proves them 999/1000 perfect! 
Guaranteed for 10 years against fading, chip- 
ping, cracking, crazing or peeling by reason 
the elements 

by patented process right out of 
background, Artkraft’ s* exclusive 
orcel M Bos'd letters are 75% more readable 
all angles Artkraft's* patented Galv 
frame construction prevents rust (the 
of porcelain) and prevents vibration 
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“True” or ‘False’ after certain 
statements. The exams also included 
a liberal number of quizzes concern- 
ing pricing (which is somewhat in- 
volved for this product). It was im- 
perative, therefore, to teach these 
men how to use the catalog and also 
how to price the products or these 
salesmen would be afraid and as a 
result would avoid making any effort 
to sell them. This was accomplished 
through a “‘visual-scribe” which al- 
lowed computations to be made at a 
table and reflected onto a conven- 
tional movie screen. 

All around the walls of the school- 
room were exhibits of company prod- 
ucts. Recorded music was played and 
refreshments served during the recess 
periods. 

To further carry out the feeling of 
a “real” school, special “diplomas” 
were awarded to every “graduate.” 
Diplomas carried this message: 

‘This is to certify that Joe Blow has 
successfully withstood a Multitude 
of Lectures, a Host of Discussions 
and Two Stiff Examinations and has 
thereby eminently qualified himself as 
an Authority on the Disintegration of 
Buyer’s Resistance, the Emasculation 
of Competitors, Sales Arguments, and 
the Creation of Preference for Blank 
Products, all of which makes him an 
Outstanding Representative and en- 
titles him to this Diploma and to all 
the Privileges, Respect and Orders 
accruing therefrom.”’ 


lo get the maximum permanent 
value from these schools, all of the 
material used, lectures and examina- 
tions, was collected and published in 
a text book, which was distributed to 
all men who attended the school and 
may be used by others who didn't. 


Schools Worthwhile? 

Six out of every seven distributors 
interviewed feel that manufacturers’ 
factory schools are worthwhile both 
from a time and money cost. For the 
most part, it’s safe to say that the 
distributors who aren’t enthusiastic in 
their support of these schools, are 
general distributors. And as_ such, 
they feel that their men can’t spare 
the time to attend factory schools. 

From the criticisms and suggestions 
of those distributors who are not en- 
thusiastic, there is a lesson to be 
learned by all manufacturers. It is— 
review your present school or contem- 
plated school to make sure all the 
“slack” or “fat” is out of it. In other 
words, reassure yourself that every 
minute of the time your distributors’ 
men spend in your school is profitably 
occupied. That none is wasted due 
to careless planning or lack of prepar- 
ation on the part of your own per- 
sonnel who are in charge. 

Remember, distributors’ men come 
to school to learn and not to have a 
good time. An evening at the country 
club will not take the place of a full 
schedule. The End 
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FUNCTIONAL SALES MANUAL, color guide, developed by the Paint | Request Guest Tickets or Exhibitor's 
Division, Pittsburgh Plate Glass Co., is a practical answer to home decorator’s | Color Brochure on company letterhead. 
perennial tussle with proper color matching. Guide contains color segments 

which provide the basis for thousands of possible matching color combinations. Thomas B. Noble, Chairman 


Manual is supplied to dealers at cost, $12. ADVERTISING TRADES INSTITUTE, Inc. 
270 Park Avenue, New York 17 
Murray Hill 8-0091 


Next Advertising Essentials Show 
Nov. 15, 16, 17, Hotel Biltmore, New York 


BIG COLOR CHIPS on left 
side of manual suggest harmo- 
nizing hues available in com- 
pany’s line of “Satinhide” 
enamels. 


THE QUAD-CITIES 
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IN FOOD SALES 


Among the Eleven 
Standard Metropolitan Areas 


of lowa-lllinois 


60% OF ALL FOOD SALES 
ARE ON THE ILLINOIS SIDE 
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TESTED SELLING HELP, offered 
as part of an industrial sales pro- 
gram developed especially for 
dealers, is a “Gifts at a Glance” 
kit, Parker Pen Co., Janesville, 
Wis. Weighing less than six pounds, 
kit is designed for convenient and 
effective display of all Parker mer- 
chandise which a dealer might sell 

to industrial firms. 
According to W. B. Kaiser, in- 
dustrial sales director of the com- 
ii i : , pany, this expanded program repre- 
When "a ) ie ; _ sents a greatly increased effort on 
TES ’ fact . eel the part of Parker to develop a 
» year-round industrial market for 
dealers. Business firms and social 
, groups, says Kaiser, are continu- 
ROANOKE ‘ ously faced with the problem of 
selecting gifts for service awards, 
e . prizes, sales contests, business 
“Profession—housewife ---and, anniversaries. Case manufactured 
like all professional people, by The General Case Co., Milton 

I have to keep well informed Junction, Wis. 


on what’s new in my field. 


“That’s why I read 

the food ads. 

They help me do my job 

of caring for a growing family 
in the best possible manner.” 


Like most women in Roanoke, 
she buys on a comfortable, but 
careful budget. She is always 
prepared to respond to effective 
advertising to help her get the 
most for her family. Her tastes, 
needs and buying power are 
representative of housewives 
throughout the country... 
making her the ideal “jury” to 
test your national campaign. 


“Portrait Of A Newspaper Market”, a 36- so 
page prize-winning book tells you how the THREE POUNDS OF TEMPERATURE CONTROL: Salesmen for A. O. 
cone Ux adbdannee ear nah Smith Corp., Chicago, demonstrate workings of the “Magic Brain” tem- 
ing in this compact, perature control for home heating systems with this portable display. Under- 
industrially diversified side of cover contains cut-out space into which three versions of a living 
test market. For your room scene can be moved by turns of a dial. Changes in coloring indicate 
FREE copy, write to variations of warmth in room under inefficient heat-control systems. 
seme da’ wcperes Main part of display, lighted from within by a plug-in, depicts a living 
! St, N. Y. 1, or room scene, and below it, a furnace with cold air return and warm air pipes. 
Os In a heating system, the “Magic Brain” control is installed in the cold air 
ROANOK Fr return. When the salesman slowly pulls an acetate strip at top of display, 
the cold air intake flow appears to increase, and simultaneously the furnace 
WES AND WORLD-NEN flame grows larger and the color of the warm air flow turns darker red to 
show an increase in heat sent up to living quarters. Designed by Carter and 
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How to Give Your New Product 
A Real Chance to Succeed 


Things you ought to know about evaluating merits of a 


potential new product, how to price and market test it, 


when to bring it out through department stores, and the 


characteristics of the ideal new item for your line. 


BY ETNA 


New products are the life blood 
of our business life. It’s expand or 
perish, and expansion must come 
chiefly through the development of 
new products. But industry knows 
from bitter experience that 90% of 
new products die. 

Awareness of this dilemma brought 
200 top business executives to the 
New Yorker Hotel, on February 9, 
in New York City, to hear the views 
of 12 specialists at the First Annual 
New Products Seminar, staged by 
Hilton & Riggio, Inc., New York 
advertising agency. 

Research, financing, pricing, pack- 
aging; how to screen new products; 
the attitude of the department store, 
of the distributor, of the chain-mail 
order operator—these and other re- 
lated topics were discussed at the 
seminar. 

A broad concept of a “new prod- 
uct” was advocated by several of the 
specialists, who pointed out that an 
established item may become “new” 
by virtue of an added feature that 
makes it easier or more attractive to 
use. In the field of packaging, milk 
in cardboard containers launched a 
new era in store sales, and the six- 
bottle container caused home con- 
sumption of soft drinks to soar. 
Though not intrinsically new, the 
products were so presented as to have 
the advantage of newness. 

Here is a digest of some of the 
thoughts expressed by the specialists 
at the seminar, the total comprising 
some usable “Do’s and Don'ts” adapt- 
able to both large and small com- 
panies considering the development of 
new products: 


Blueprint, then screen. Give one 
person, or a committee, responsibility 
for appraising new product ideas. Set 
down positive and negative factors. 
Get the views of finance, production, 
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marketing before making a decision 
to produce and sell it. 

Under positive factors, for exam- 
ple, would come the: 

Plus-to-the-consumer : 
ease of use, better packaging. 

Plus-to-the-trade: greater profits, 
new customers, related item sales. 

Plus-to-the-company: high volume 
potential, low capital investment, 
product can be sold through estab- 
lished channels and can “hitchhike” 
on current advertising or merchandis- 
ing programs. 

Negative factors might include the 
difficulty of obtaining raw materials 
consistently, poor adaptation to pack- 
aging, shipping, and display; conflict 
with other items in the established 
line. 

These are some of factors con- 
sidered by Lever Brothers Co., New 
York City. H. J. Barnum, Jr., new 
products manager, Good Luck Prod- 
ucts Division, points out that the 
kind of product most likely to become 
a “blue chip” is the one which catches 
fire initially because it is usually 
based on a radical departure from 
the norm. 


economy, 


Pricing. The object of new prod- 
uct pricing is (a) to get the product 
accepted in the market; (b) to with- 
stand encroaching competition; (c) 
to produce profits. Failure to achieve 
these ends may prevent the success of 
the product or even lead to bank- 
ruptcy. 

In discussing the prevalence of 
faulty pricing, Dr. Joel Dean, part- 
ner, Joel Dean Associates, said that 
prices of new products have too often 
been set on the basis of a fully allo- 
cated factory cost plus a given per- 
centage mark-up, or on the basis of 
hunch alone. Two extremes discussed 
were penetration pricing and skim- 
ming pricing. The former (low prices 


for penetrating mass markets early) 
may effect substantial economies in 
manufacturing and distribution and 
scare off competition. Among the ad- 
vantages of the skimming method 
(high prices in the early stages) are 
its justification for heavy promotional 
effort, the opportunity it offers to take 
the cream of the market, and its pav- 
ing the way for better acceptance of 
lower prices at a later date. 


The Role of Research. Product re- 
search and development is 10% in- 
spiration and 90% _pick-and-shovel 
work, according to Dr. Charles N. 
Kimball, president of the non-profit 
Midwest Research Institute. His 
recommendations include: 

Set forth the product’s specifica- 
tions clearly. (Sometimes the specifi- 
cations change as the job progresses, 
but there should be a well defined 
target at the beginning. ) 

Be sure the product will sell; but 
also consider the cost of ingredients, 
deterioration of quality with time, 
what to do about service (for a me- 
chanical device) ... 

You need not start from scratch; 
read widely on the subject. 

Dr. Kimball’s own staff makes ex- 
tensive use of literature, estimating 
that by spending 15 or 20c of each 
research dollar to have skilled re- 
searchers examine such material, re- 
search costs can be reduced by a fac- 
tor of two to one. 

Arguments in favor of having an 
outside organization do the research 
include: 

It rarely needs to start from 
scratch, experience on similar prob- 
lems being applicable to yours. . 

You get the benefit of various 
skills. If, for example, you were con- 
sidering a low-calorie candy bar, 
opinions aired at a_ staff meeting 
might be those of a chemist, a bac- 
teriologist, a food technologist, 4 
nutritionist. . . . 

Even though your own organiza- 
tion may have done an excellent job 
of research, a “second look” and fresh 
approach of an independent group 
should have value. 

Nore: The research and develop- 
ment group should keep in constant 
touch with the sponsor or client. 
There should be monthly meetings, 
at least, for review of progress and 
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They learn faster, remember longer 


McDonnell Aircraft made their own low-cost 
sound movie to train sheet metal assemblers 
in their aircraft plant. The movie was made 
possible through the Filmosound 202 record- 
ing projector which enabled them to add 
their own sound track. An estimated 6000 
aircraft trainees have seen the film. 


This manufacturer of helicopters and air- 
planes knows that no other training tool 
equals sound movies for fast, effective teach- 
ing at low cost. McDonnell also uses movies 
as sales tools .. . and this company relies on 
dependable Bell & Howell equipment. 
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with sound movies! 


In business, industry, church and school, 
more and more sound movies are used to 
solve difficult and costly problems. 


Bell & Howell offers a wide variety of the 
finest picture equipment to help you do the 
best job at lowest cost. 


Bell ¢ Howell 


makers of the world’s finest 
motion picture equipment 


high training costs 


McDONNELL AIRCRAFT CORPORATION 


“We cut costs of training our 
aircraft workers with low 
cost sound movies we make 
ourselves using the wonder- 
ful Bell & Howell 202.” 


KENNETH E. DEMOTT 


Training Supervisor 
McDonnell Aircraft Corporation 
St. Louis, Missouri 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add sound to your 
movies easily, inexpensively. 
Add sound to old silent films, 
change sound to fit specific 
needs. Runs optical and mag- 
netic sound movies. From $699. 


Special limited time offer 
FREE SOUNDSTRIPE! 


Bring your favorite 16mm 
film (up to 400 feet) to any 
authorized Bell & Howell 
dealer before March 31st, 
1954. He’ll forward it to 
Bell & Howell for free 
SOUNDSTRIPE. When the 
film has been returned, 
you add your own sound 
with the Filmosound 202 
right in your dealer's 
store. This sensational 
free offer will not obli- 
gate you in any way. 


Bell & Howell Company 
7190 McCormick Road 


Chicago 45, Ilinois 


Dept. C 


Please send me, without cost or 
obligation, complete information 
on sound movie equipment 

for use in: 7 Industry 


(]) Home [)Church [7 School 
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PIONEER Qualatex Balloons 


®@ Are inexpensive and long lasting 
@ Have real toy value as premiums 


@ Reach parents thru demand 
of the kids 


@ Carry your message 
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NEW HOPE 


in the battle against 


CANCER 


THE FIGHT against man’s cruelest enemy 
is far from won. If present rates con- 
tinue, 23 million living Americans will 
die of cancer—230,000 this year. And 
thousands of these will die needlessly — 
through cancer that could have been 
cured if treated in time. 

ALL THE SAME, there have been victories. 
Thousands who once would have died 
are being saved—thanks, in part, to 
your donations to the American Cancer 
Society. 

AND, LAST YEAR, the Society was able to 
allocate $5,000,000 of your donations to 
research aimed at finding the ultimate 
cure for all cancer. That’s more money 
than ever before. 

MUCH MORE, ofcourse, remains to be done. 
So please make this year’s gift a really 
generous one! 


Cancer 
MAN'S CRUELEST ENEMY 


Strike back—Give 


AMERICAN CANCER SOCIETY 


decisions as to new directions. 

Packaging. With the quality of re- 
tail salesmanship steadily deteriorat- 
ing, the package plays an increasingly 
important role in moving merchan- 
dise. A good name, strong visual im- 
pact — these are “musts” for the 
package that faces aggressive compe- 
tition in super markets. These are 
some of the thoughts of J. Gordon 
Lippincott, Lippincott & Margulies, 
Inc., New York industrial designer. 
When asked whether it is better to 
change by degrees from a well-known 
package design to a newer and better 
one, or to make the jump all at once, 
he said it depends upon circum- 
stances; but, in general, he prefers 
the big jump. For one thing, it stops 
you from diluting your energy. 


Introduce through the department 
store? By so doing, you can get high 
traffic, prestige, quick testing of the 
product. The store wants and needs 
new products, as a means of making 
news and getting a reputation for 
being in the vanguard. 

But the store will take a long look 
both at the product and the manu- 
facturer before agreeing to take on a 


major new product and to launch it 
with fanfare. Its management — or, 
more precisely, the buyer involved— 
will ask whether or not the product 
will se/? (not whether it is glamorous 
or praiseworthy), what the mark-up 
is, who will pay for the advertising, 
how much he must buy, and whether 
he can have the item on an exclusive 
basis. He wants to know if the manu- 
facturer is responsible: can the store 
be sure of a continuing supply, once 
the demand is established? Will the 
maker give service, handle complaints 
properly? Will he supply demon- 
strators, if this is important to the 
success of the new product? These 
are some of the points covered by 
Stephen L. Osterweis, assistant to 
the president, Gimbel Brothers, New 
York. 

Manufacturers could save them- 
selves many a headache in the intro- 
duction of new products if they were 
to take the trouble to consult the 
department stores in advance. (Con- 
sult the buyer—he’s the key person. ) 
Inquire about price line structure, so 
you won’t bring in an item at $2.89, 
when the store favors $2.95 or $2.98. 
If you hoped to have your product 


Italian Market Experts Study SM Survey 


Thirteen’ professional and business specialists from Rome, Naples, Milan and 
Salerno visited SALES MANAGEMENT's offic’ on February 2 to learn how the 
data are gathwred and computed for the magazine's Survey of Buying Power, 
now in its 25th year. Standing are [left) Philip Salisbury, Editor, and Dr. J. M. 
Gould, Director of Research. Leader o: the Italian group is Guglielmo Tagliacarne 
of the Unione delle Camere di Commercio (extreme left, center). The group is 
touring the country under the auspices of the Italian National Productivity 
Committee, the Interministerial Reconstruction Committee and the Foreign 


Operation Administration. 
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will prefer the modern styling 


of the New Naseon “DAY-AT-A-GLANCE” 
DESK CALENDAR 


oe will naturally prefer this invaluable desk accessory that conforms 

to and enhances the beauty of their modern desks. They will use it 

every day and your company name or trade mark, beautifully reproduced 

in gold or full color, will constantly promote sales and good will. In rich 
colors of fine two-tone simulated leather, the 
dated Day-At-A-Glance Desk Calendar pro- 
vides more than the usual space for recording 
daily appointments and memoranda plus a 
beautifully tabbed alphabetical index for names, 
addresses and phone numbers. Send for catalog 
showing quantity prices today! 
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featured through mail and telephone 
selling, you should have inquired 
about delivery limits. Some stores 
now insist on minimums of from 
$2.01 to $3.01. (The solution might 
be multiple units, the shopper being 
required to order two or more, to 
insure delivery.) If the store delivers 
through United Parcel Service, it 
will have to pay 50% more to deliver 
a package measuring 10” x 14” x 5” 
than one 10%x14’x4”. If your 
product can be handled by the store 
as a “prepack,” requiring only the 
addition of an address label, it has a 
better chance of acceptance by the 
buyer. It all adds up to this: Make 
the store a party to some of the plan- 
ning, instead of just offering a “pack- 
age deal,” to be accepted or refused. 


The Sears, Roebuck view. Though 
Sears sells national brand merchan- 
dise (such as Argus and Eastman 
cameras, Toni wave sets), and its 
own line brands that are similar to 
those of competing lines, the company 
is happiest with the products built 
according to its own specifications, 
with exclusive, exploitable features. 
Years of preparation may go into the 


MARCH I, 1954 


FIFTH 
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development of such a product, en- 
tailing teamwork of the manufactur- 
ing resource and Sears’ own buyer. 

According to J. N. Dow, assistant 
to vice-president in charge of mer- 
chandising, here are some of the 
points on which a Sears buyer ap- 
praises a new product: Exclusivity; 
filling a genuine need of the Sears 
customer (in terms of utility, design, 
etc.) ; performance; serviceability and 
quality (Sears’ testing laboratory 
would help in this evaluation). Fin- 
ally, ‘‘Can the item be sold at a price 
that will reflect a satisfactory gross 
profit to Sears and produce an ade- 
quate volume of sales?” As Mr. Dow 
puts it, a buyer will say that a new 
product would be a “terrific it*m’’ if 
the price could be redued to permit 
a selling price of “X”’ dollars. but not 
at the price asked. 


The ideal new product. Repeat 
business is a lovely thing, character- 
istic of razor blades. So says Don G. 
Mitchell, chairman of the board, 
Sylvania Electric Products, Inc., a 
company that has done well by lifting 
phototash bulbs from the professional 
to the much larger amateur photog- 
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raphers’ market. Mitchell also told of 
the advantages of what he calls the 
“heart” business, the essential item 
that goes into what other manufac- 
turers produce, such as the radio tube. 


How often does a company bring 
out a new product? Generally speak- 
ing, not often enough to profit from 
the experience. So says Peter Hilton, 
president of Hilton & Riggio, sem- 
inar hosts. A survey of 1,130 firms 
sponsored by Hilton’s agency re- 
vealed that only 7.4% of the com- 
panies studied bring out new products 
as often as once a year. The largest 
percentage (36.1) bring out new 
products every three to five years; 
23.9%, every five to ten years; and 
18.4%, at 10-year intervals or longer. 
This means that comparatively few 
acquire the experience and ski!l im- 
portant to the successful launching 
ot new products. Accurding to Hil- 
ton, this is one answer to the argu- 
ment that it is expensive to engage 
the services of management consul- 
tants, industrial designers, or other 
specialists, when the addition of a 
new product is under consideration. 

The End 
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“Management Market" 
Means 


Billions More Business 


in Sales Management 


March 15 


Researcher 
Alfred Politz 
Recommends 
Copywriter 
Claude Hopkins 


Claude Hopkins, whose creative copy 
made him one of the highest paid writers 
in advertising history, owed much of his 
success to his own copy research—which 
Alfred Politz rates as one of the most 
significant milestones in advertising re- 
search history. 


In “SCIENTIFIC ADVERTISING," Hopkins 
summed up the basic principles of adver- 
tising techniques proved by his enormous 
experience with tested copy. The simple 
axioms he developed 30 years ago are as 
true now as they were then—and twice 
as important. 


Long out of print, and a practically un- 
obtainable collector's item, the book has 
now been re-issued so that everyone who 
plans, writes or pays for advertising may 
keep it on his desk for constant reference. 


Discount price on orders: 5 to 9 
copies, 10% off... 10to 24 copies, 
15% off . . . 24 to 49 copies, 20% 
off .. . 50 or more copies, 25% off. 


MAIL THE COUPON FOR YOUR COPIES TODAY 


TPP eee eee eee eee eee eee 


Moore Publishing Co., 
Book Division 38 
48 West 38 St.. New York 18, N. Y. 


COPIES 
“SCIENTIFIC ADVERTISING’ 
@ $2.00 () Check () Money Order 


ADDRESS TO: 
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Diet 


(continued from page 39) 


soups are the pets of calorie-hounds. 
You'll discover that you can ease the 
pangs of unbearable hunger with a 
calorie-free cup of black coffee or tea. 
You'll find that it’s easier to stay 
away from highly seasoned foods 
which make you hungry. Non-fat dry 
milk will make both you and your 
wife happy. It will save her grocery 
allowance several cents a quart and 
you 100 calories a glass. And as you 
learn to make the most of what you 
can eat, you'll probably find yourself 
eating more slowly and chewing more 
thoroughly. You'll also discover that 
you're more comfortable eating a lit- 
tle bit every few hours than skipping 
breakfast or lunch when you can’t 
gorge on dinner. All this, of course, 
is very good for you. 

As you count, you’ll develop your 
own calorie-saving tricks. Saccharin 
will save you 14 calories worth of 
sugar if you don’t like coffee black. 
Mineral oil with vinegar takes the 
menace out of salad dressing. 

Are expense-account meals a men- 
ace to your diet? They need not be. 
In fact, restaurants — good restau- 
rants—are going out of their way to 
help dieters. New York’s Colony 
Club, which enjoys the reputation of 
the most expensive restaurant in 
town, will put you on a four-day 
reducing diet that is stricter than 
your own. The Sheraton hotels have 
a menu which quotes everything in 
calories as well as in dollars and 
cents. The Los Angeles Statler runs 
a dieter’s lunch every day that is 
based on 400 calories. Any Statler 
guest who has a doctor’s diet can 
send it ahead with his reservation and 
forget about food if he eats in the 
hotel. A trained dietitian will make 
up a special menu for him and he'll 
have a hard time getting a waiter to 
bring him anything he shouldn’t have. 
Dieting is the sophisticated thing to 
do and it’s gotten to the point where 
Statler hotels serve more salads to 
men at lunch than to women. The 
explanation: Non-working women 
lunch out only on special occasions 
and are. tempted into overeating; 
businessmen watching their waistlines 
can’t afford a daily calorie spree at 
lunch. 

Dietitian Mildred Haugh who 
assists John B. Grands. vice-president 
in charge of catering for all Statler 
Hotels, says that no dieter need be 
baffled by a Statler menu. Nor, for 
that matter, by the bill of fare at any 
good restaurant. There are always 
clear soups, oysters, clams or shrimps 
for openers; steaks, chops, fish, chick- 


en, broiled liver or salad bowl en- 
trées; and fruit, jello, or sherbet 
desserts. 

Two principles of dieting in res- 
taurants allow you to roam more 
freely over the menu: “Ask the 
waiter” and “Leave it out.” At the 
Statler, for instance, waiters and 
chefs are glad to remove the hidden 
calories for you at a little extra effort 
to them but no extra charge to you. 
All you have to do is ask. If rolls on 
the table tempt you into automatic 
nibbling while you’re waiting for 
your dinner, ask the waiter to take 
the rolls away and bring you carrot 
sticks instead. If you’re planning on 
taking advantage of the zero calories 
in clear broth, ask the waiter to omit 
the alphabets or rice. Ask him to serve 
the meat without gravy. If veal cut- 
lets tempt you, ask the waiter if you 
can have yours broiled instead of 
fried. They'll broil your “fried” 
chicken or fish, too. Ask the waiter 
whether the fruit cup is fresh or 
canned ; good restaurants—at least all 
Statler restaurants — have on hand 
saccharin and mineral oil for salad 
dressing and skimmed milk. 

“Leave it out” is the rule which 
allows you to play with those tempt- 
ing plate dinners. Take “Second 
Joint of Capon Arroz Con Pollo with 
Tomato and a Green Vegetable,” a 
Statler favorite. All you have to do, 
Miss Haugh points out, is to leave 
the yellow rice on the plate. The 
chicken, tomato, and green vegetables 
are just what the doctor would order 
for a dieting dinner. Leave the french 
fried potatoes and eat the chopped 
steak. Leave the mayonnaise sauce 
in its little boat and eat the cold 
boiled salmon. 

There’s a canard perpetuated by 
the weak-willed obese that you have 
to have enough money for steak every 
night if you’re going to diet in res- 
taurants. Steak does run up, but 
chicken, fish and salad bowls are less 
expensive than the heartier entrées. 
Strangely enough, medium-priced res- 
taurants which feature table d’hote 
dinners with main dish entrées of dif- 
ficult calorie calculation are a little 
harder to handle than the very good 
restaurant or the cafeteria. Good res- 
taurants can get you anything a la 
carte cooked the way you order it. 
Cafeterias are handy because the food 
is cooked plainly and yow can see just 
how it’s cooked before you choose it, 
and you can assemble your own meal 
a la carte. 


lf your weight is about right 
you are either blessed with a normal 
appestat or you have acquired one. 
But don’t crow too soon. Threats to 
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the appestat lurk on every side. Nine 
out of every 10 men who have suc- 
cessfully reduced eventually regain 
their hard-lost pounds. 

You can protect a normal appestat 
by watching out for the situations 
which it finds difficult to handle. 
Here’s a danger list: 


1. Emotional crisis: When Judy 
Holliday shot her husband in “Born 
Yesterday” her first words were “I’m 
hungry.”’ Movie audiences laugh be- 
cause they know it’s true. The hypo- 
thalamus which mediates between the 
upper brain and the body, is also the 
site of the appestat. Overeating in 
the face of crisis is one of the many 
misleading alarm signals the brain 
gives the body. 

One of the reasons it’s easy to do 
business over meals is that food is a 
very widespread defense against anxi- 
ety. You won’t get fat if you eat too 
much at the lunch which closes a big 
sale, but you will get fat if you find 
this response so effective that you 
overeat whenever you're slightly anxi- 
ous. Or if your emotional tempera- 
ture rises to anxiety proportions every 
day. 


2. Liquor: Liquor is a trap in more 
ways than one. It contains a lot of 
calories that slide down faster than 
your appestat calorie calculator can 
count them. It releases the repressions 
against eating too much that you have 
carefully trained yourself into. It also 
whets the appetite, which is the reason 
people have cocktails before dinner. 

Reducers who stay reduced de- 
velop their own tricks for coping with 
the threat of liquor. Straight liquor 
and Martinis have fewer calories than 
drinks mixed with sugar. 

Watch out for the olives, nuts, po- 
tato chips, and hors d’ oeuvres that 
knowing bars serve with drinks to 
make you thirsty. They are lethal 
concentrations of calories in disarm- 
ingly small packages. You'll find them 
most tempting when you’re learning 
to stretch a drink or do without. 


3. Highly-spiced foods: These ap- 
petite-foolers make you drink more 
water, which will up your weight 
only temporarily, but they also stimu- 
late your appetite by throwing off 
your appestat. 


4. Cutting out smoking: Many 
people begin reaching for a sweet 
when they can’t reach for a cigarette. 
The strain of doing without tobacco 
makes you uneasy, eating is a remedy 
for uneasiness, and there you are back 
with bulimia. 
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You don’t need an “electronic brain”’ to find out how profitable 
the Armed Forces market can be for you. Just look at these facts: 


A. The 314 million men and women in the U. S. Armed Forces 
are spending 7 BILLION dollars each year chiefly for con- 
sumer goods and services. 


B. It’s a highly specialized field, largely concentrated in Service- 
operated Commissaries, Exchanges and Ship’s Stores. 


(. Our representatives know how to help you do business in this 
huge Service market. 


Contact our nearest advertising office and let us show you the 
simple direct ways to get your product into this great market of 
Armed Forces families. 


Constant turnover in the Armed Forces means a steady influx of 
new customers for you to sample and sell—customers who will 
carry their brand preferences back to civilian life. Army Times, 
Navy Times, Air Force Times, the great Service weeklies, and the 
European edition of Air Force Daily are your surest way to reach 
these millions of potential customers. 


GET ‘HOW TO SELL’’ DETAILS, SAMPLE COPIES, RATES AND MARKET DATA AT NEAREST OFFICE. 


System abroad. 
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Aavertising has many goals, 
but all will agree that a definite 
response, at a low cost per in- 
quiry, is a mighty satisfying 
result. 

The Wall Street Journal’s 
record of usefulness to adver- 
tisers is the direct result from its 


CIRCULATION: 258,448 (ABC 6-mths.-average, Sept. 30, 1953) 
THE WALL STREET JOURNAL 


record of proved usefulness to 
readers. 

Because The Wall Street 
Journal concentrates its total 
facilities on being helpful to 
businessmen, advertisers can be 
confident their choice is a wise 
one. 


5. Change of routine: The most 
common cause of bulimia in middle- 
age men is the failure of their ap- 
pestats to adjust to less physical activ- 
ity. A salesman who normally spends 
his day calling on prospects is threat- 
ened with bulimia when he is pro- 
moted to a desk job. Brain work pro- 
duces anxiety, and anxiety makes you 
want to eat—but brain work uses 
up only the calories you need to tense 
the muscles of your back, while climb- 
ing in and out of an automobile all 
day really burns energy. 


If you are underweight, cheer up. 
At your age, that means you have 
several extra years of life expectancy 
provided your doctor clears you of 
any chronic disease at your annual 
physical examination. But if you are 
seriously underweight you may ex- 
perience undue fatigue and irritabil- 
ity because you lack the fat reserve 
on which your body can draw for 
energy in emergencies. 

To gain weight, you simply reverse 
the program for losing weight. You 
see your doctor to be sure that a 
glandular disturbance is not the cause. 
Then you find your normal weight, 
count the calories you need to main- 
tain it. You check to see that you are 
getting the basic daily minimum re- 
quirements of meat, eggs, milk, leafy 
vegetables, and citrus fruits. Then 
you start adding calories. 

When you're reducing, you choose 
foods big in bulk and low on calories 
to fool your rampaging appestat. 
When you're gaining, you look for 
foods high in calories and low in bulk. 
Eggnogs, cream pies, heavy soups, 
rich cooking, salad dressings, candy, 
avocadoes—all the foods the over- 
weight must cut out. 


Here are some tips on gaining: 

1. Join your secretary in a mid- 
morning and/or mid-afternoon snack. 
She’ll love it, and the company dur- 
ing an extra little meal will make it 
go down easier. Frequent meals are 
good for stretching a stomach which 
says it’s too full before it’s taken in 
a normal quota of nourishment. 

2. Eat something at every meal- 
time, even if you’re on a train or 
plane or there’s no one to eat with. 
Irregular meals, the curse of life on 
the road, is in itself one of the causes 
of a low-set appestat. 

3. Save calorie expenditure by get- 
ting extra rest. For sales managers 
who live a strenuous work-play life, 
this usually means getting to bed 
early. In the deceptively unregi- 
mented life of the modern top execu- 
tive, however, there is often oppor- 
tunity for a catnap after lunch, or 


even a 20-minute loll with the funny 
papers. The End 
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READERS’ SERVICE 
CAN FURNISH 
THESE REPRINTS 


PLEASE SEND REMITTANCE with order 
to Readers’ Service Bureau, SALES MAN- 
AGEMENT, 386 Fourth Ave., New York 16, 
N.Y. 


REPRINTS 


289—Muddled . . . Misused . . . Mis- 
understood . . . That's Sales Promotion! 


by William R. Kelly. (Price 25c) 


288—Well, What /S Creative Selling? 
by Arthur A. Hood. (Price 10c) 


287—“Good Old-Fashioned Selling”... 
What Is It? by Philip Salisbury. (Price 
25c.) 


286—Instinctively, Are You a Good 
Leader? by J. H. McQuaig. (Price 5c) 


285—Experts Pick Best Test Markets 
by Regions and Popuiaiion Groups, by 
Philip Salisbury. (Price 3c) 


284—Films You Can Rent or Buy For 
Meetings and Training Sessions, by A. 
B. Ecke. (Price 25c) 


283—What a Purchasing Agent Expects 
from Salesmen and Their Bosses, by A. 
George W. Aljian. (Price 10c) 


282—What Happens to Margin and 
Profit When You Cut Prices 5%, 10%, 
20%? by T. G. MacGowan. (Price 10c) 


281—Wanted: More Creative Selling 
for Products Sold to Industry (five arti- 
cles), by Alan E. Turner. (Price 50c) 


280—How to Put Warmth and Friend- 
liness Into Your Letters (five articles), 
by Robert E. Smallwood. (Price 50c) 


279—10 Common Weaknesses in Sales 
Supervision, by C. L. Lapp. (Price 10c) 


278—What Distributor Salesmen Want 
Most in Meetings, by Louis H. Brendel. 
(Price 10c) 


277—How to Determine If Your Prod- 
uct Can Be Sold Door-to-Door, by Nor- 
man Brucks. (Price 25c) 


276—Why Price is 10th in Buyer Pref- 
erences, by David Markstein. (Price 5c) 


275—It’s No Time for Buck Fever 
When the Buyer Says, “How Much?” by 
W. C. Dorr. (Price 5c) 


274—Babies Mean Business, by A. R. 
Hahn. (Price 25c) 
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Proud of your 


trademark? 


everywhere 


A lot of hard work—a lot of future 
hopes—are wrapped up in your firm’s 
trademark. It’s the face your busi- 
ness shows the world. Why not have 
it still more widely known—in full, 
rich color on the gleaming surface of 
a Zippo? 

Give Zippos as a business gift and 
you may be sure that your customers 
will use them. 20...40...60 times 
a day, your message will flash before 


them, just as surely as the Zippo 
flashes into flame. 


There’s something about the ease 
of use and utter reliability of Zippo 
that makes it part of a smoker’s per- 
sonality. It’s carried everywhere— 
and your message with it. It’s actu- 
ally guaranteed to work forever, even 
in wind or rain. That means utmost 
mileage for your message, at modest 
investment. Mail coupon for details. 


PPO. 


GUARANTEED TO WORK FOREVER 
ZIPPO MANUFACTURING COMPANY, BRADFORD, PA 


F) in Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Fails, Ont 


- 


Zippo Manufacturing Co. 
Dept. S-2, Bradford, Pa. 

Please give me full information about business gift 
Zippos—prices in large or small quantities, time of 
delivery, opportunity to use color, and the help your 
design department will give us in making a beautiful 
and distinctive gift. 


Name 


FOR A 
TERRIFIC 


FOR SALES PROMOTION 


DIRECT tom 
ORCS 0 RAEI, 


NATIONAL 
SALES OFFICE 


94 WEST 56 ST 
NEW YORK 19,N. Y. 
TEL: JUDSON 6-8950 


we GROWING FIELDS & PACKING 


* PLANT IN HILO, HAWAII 


443,791 Weekdays 
544,622 Sundays 
Largest weekday and Sunday circulation of 
all Michigan newspapers 
A.B.C. September 30, 1953 


WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 


and other sales literature useful to marketing executives. 


How to Handle Inquiries: 1 humb- 
nail manual issued by the Research 
Department of Conover-Mast Publi- 
cations, Inc. It covers the proper han- 
dling of inquiries, particularly those 
prompted by advertisements in busi- 
ness papers: when to send literature 
with a covering letter; how to screen 
inquiries; how to check salesmen’s 
followups; how to estimate the num- 
ber of inquiries that will result: in 
sales. Write to Arthur H. Dix, Vice- 
President in Charge of Research, 
Conover-Mast Publications, Inc., 205 


E. 42nd St., New York 17, N.Y. 


Buying Habits of American Men: 
Brand preference and market survey 
of the readers of Dell Men’s Group 
magazines — Inside Detective and 
Front Page Detective, reaching 2 
million men each month. Data in- 
clude marital status, age, income, oc- 
cupation, education, dwelling, leisure 
activities, reader interests, sports, 
life insurance, and. brand preferances 
for automotive products, beverages, 
clothing, household remedies, smoking 
materials, toiletries, and numbers of 
miscellaneous products. In most cases 
the figures are comparative for the 
years 1946 through 1953. There are 
also tables showing the percent use 
by age of men and percent use by 
family income. Write to Sheldon 
Utall, Sales Promotion Director, Dell 
Publishing Co., 261 Fifth Ave., New 
York 16, N.Y. 


Spot Movie Film Commercials: 
Two booklets published by Motion 
Picture Advertising Service Co., 
Inc.: Screen Broadcasts which shows 
how spot movies in local motion pic- 
ture theaters pinpoint coverage when- 
ever and wherever it is wanted. 
Data include: a breakdown of a 
typical theater audierce; media com- 
parisons; space rates; spot movies in 
color; \pot movie production. Negro 
Theaters tells how to plan national, 
sectional or local campaigns in 569 
exclusively Negro patron theaters, 
reaching over 3,588,000 Negroes 
weekly. Data include a map showing 
where the theaters are located; num- 
ber of Negro patron theaters avail- 


able in each of 23 states; total weekly 
rates for showing one-minute films; 
average weekly attendance. Write to 
Renee Kerrigan, Advertising Man- 
ager, Motion Picture Advertising 
Service Co., Inc., 1032 Carondelet 
St., New Orleans, La. 


Aluminum and Magnesium Mar- 
kets: Findings of a survey conducted 
by Materials & Methods, which cover 
the use of 13 different forms of both 
metals—including castings, forgings, 
extrusions, bar, sheet, strip and tub- 
ing—in 12 major hard goods indus- 
tries. In addition, there is informa- 
tion about the job functions of the 
men responsible for selection and 
specification of aluminum and mag- 
nesium. Write to William P. Win- 
sor, Publisher, Materials & M: thods, 
Reinhold Publishing Corp., 330 W. 
42nd St., New York 36, N.Y. 


What Midwest Farmers Will Buy 
in 1954: Survey conducted by Mid- 
west Farm Paper Unit — The 
Farmer, Wisconsin Agriculturist, 
W allace’s Farmer, Nebraska Farmer, 
Prairie Farmer. It covers the buying 
plans of 1,151,752 farm families of 
eight states. Approximately 350 items 
were checked during the survey: 
buildings, automotive and _ tractor 
equipment; general farm equipment; 
plumbing, heating, cooking equip- 
ment; household furnishings; elec- 
trical appliances and equipment; va- 
cation equipment. Write Wally Bo- 
berg, The Farmer, St. Paul, Minn. 


1954 Prospects in the Oil Pro- 
ducing Pipe Line Equipment Mar- 
ket: An evaluation of the market 
prepared by World Oil in accord- 
ance with the outline recommended 
by the National Industrial Advertis- 
ers Association. It presents in pic- 
ture-story form the industry outlook; 
sales hints on how to sell this billion- 
dollar annual market ; scope and loca- 
tion of the market; prospects in the 
exploration, drilling, production and 
pipe line branches of the oil industry. 
Write to W. J. Sagstetter, World 
Oil, P.O. Box 2608, Houston 1, Tex. 
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IBM Cards used for this survey 
are available to YOU 
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Use them for fast, Glddomily territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office. 

More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details. 

For further information on how to use the Sur- 
vey of Buying Power on IBM cards, write or 
phone Dr. Jay M. Gould, MARKET STATIS- 
TICS, INC., 432 Fourth Avenue, New York 16, 
N. Y. (Telephone Mu. 4-3559). 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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HIGH SPOT CITIES 


March Retail Sales Forcast: $14.0 Billion 


Retail sales in March will probably 
total $14.0 billion, representing little 
if any change from the level reached 
in March of 1953, despite the pres- 
ence of an additional selling day in 
March of 1954 as compared with last 
year. There are of course, many re- 
tailers who regard running even with 
last year as a good performance, for 
in the past two months more and 
more percentage declines have started 
to pop up. Currently, lagging furth- 
est behind last year are apparel and 
automotive sales, both down by more 
than ten percent. 

Automotive sales are expected to 
rise somewhat in March as sales of 
the new 1954 models begin to pick 
up seasonally. Stocks of cars in deal- 
ers’ hands are reaching record levels, 
however, and will require extremely 
aggressive merchandising tactics over 
the spring and summer months. The 
same will apply to all durable con- 
sumer lines, which are the first to 
reflect the impact of a decline in 
income. 

Among those states reporting bet- 


ter-than-average performance for this 
March as opposed to last March, are: 


Florida 


Indiana 


New Jersey 
New York 

Ohio 

The leading cities, those with a 
city-national index well above aver- 
age, are: 
Lorain, Ohio 
Long Beach, Cal. 
Portsmouth, Ohio 
New London, Conn. 
York, Pa. 
Roetinen DES ss. ov e'es ee tks 113.0 
Riverside, Cal. 
Bellingham, Wash. 
Knoxville, Tenn. 3 
ee eos eee 110.5 
eS ee 110.4 
Portland, Me. 
Hempstead Township, N.Y. 
Evansville, Ind. 
Fort Wayne, Ind. 
Gary, Ind. 
Royal Oak-Ferndale, Mich. .. 
Warren, Ohio 
Bloomington, III. 


Sales Management's Research Depart- 
ment, with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of more than 283 of 
the leading market centers of the country. 
Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales. 

The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power. 


Three Index Figures Are Given 
the first being “City Index — 1954 vs. 
1939.” This figure ties back directly to the 
official 1939 Census and is valuable for 
gauging the long-term change in a mar- 
ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 
month. In Canada the year of comparison 
is 1941, the most recent year of official 
sales Census results. 

The second figure, “City Index, 1954 
vs. 1953,” is similar to the first except 
that last year is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well- 
rounded picture of how the city has 
grown since the last Census year and 
how business is today as compared with 
last year. 

The third column, “City-National In- 
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Retail sales in March will total 14.0 billion dollars, reflecting no 
change from the March 1953 level. This volume of sales, in terms 
of 1935-39 dollars, when adjusted as shown is 7.6 billion dollars. 


The break between 1950 and 1951 reflects a change in the 
Department of Commerce definition of retail sales to include 
sales of outlets going out of business during the year. 


SALES MANAGEMENT 


dex, 1954 vs. 1953” relates the city’s 
change to the total probable national 
change for the same period. A city may 
have this month a sizable gain over the 
same month last year, but the rate of 
gain may be less—or more than that of 
the nation. All figures in this column 
above 100 indicate cities where the change 
is more favorable than that for the U.S.A. 
The City-National Index is derived by 
dividing the index figure of the city by 
that of the nation. 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
what is likely to happen in the future, 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected seasonal trend, and_ cyclical 
movement. 

The index and dollar figures, studied 
together will provide valuable informa- 
tion on both rate of growth and actual 
size of a city market. 


RETAIL SALES FORECAST 
(S.M. Forecast for March, 1954) 
City 
City City Nat'l. 

Index Index Index $ 
1954 1954 1954 (Million) 
vs. Vs. vs. March 
1939 1953 1953 1954 


UNITED STATES 


412.4 100.0 13956.00 


Alabama 


Birmingham 
Gadsen 
Mobile . 
Montgomery 


Arizona 


Phoenix 
Tuscon 


Arkanses 


Fort Smith 
Little Rock 


California 


Bakersfield 
Berkeley 
Fresno 
% Long Beach 
%& Los Angeles 
Oakland 


96.8 
92.4 
94.0 
115.5 
106.1 
92.1 


12.24 
9.94 
19.26 
38.23 
267.75 
52.57 


MARCH 1954 


These exclusive estimates are fully pro- 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, INC. 


Suggested Uses for This Data include 
(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis- 
ing sales quotas, (d) checking actual per- 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore- 
stalling their alibis, (f) determining 
where drives should be localized. 


A Pre-Release Service Is Available. 
SM will mail, 10 days in advance of pub- 
lication, a mimeographed list giving esti- 
mates of retail sales in dollar and index 
form for the 200-odd cities. The price is 
$1.00 per year. 


* Cities marked with a star are Pre- 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1953 which equals or exceeds the na- 
tional change. 


RETAIL SALES FORECAST 
(S.M, Forecast for March, 1954) 
City 
Nat'l. 

Index $ 
1954 = (Million) 
vs. March 
1953 1954 


City City 
Index Index 
1954 1954 
vs. vs. 
1939 1953 


California (cont.) 


%& Pasadena 
%& Riverside 
%& Sacramento 
%& San Bernardino. 493.6 100.2 
%& San Diego . 582.7 102.5 
San Francisco . 306.9 95.9 
San Jose . 429.7 96.6 
% Santa Ana . 516.9 105.5 
% Santa Barbara . 433.2 106.2 
Stockton 449.7 95.4 
Ventura 447.2 95.4 


. 480.7 104.7 
. 564.8 112.7 
415.2 103.4 


Colorado 


Colorado 
Denver 
& Pueblo 


Springs 374.3 97.4 
cosces SOee . 96.7 
396.8 102.2 


Connecticut 


. 408.0 99.3 
350.2 101.6 


Bridgeport 
% Hartford 
*% Meriden- 

Wallingford .. 

Middletown 

New Haven .. 


382.0 103.6 
. 407.2 97.2 
+ S26 - 2 


How Important Is 


NORWALK, Conn.? 


Norwalk is a big shopping center— 
listed by Sales Management as a 
metropolitan area — a market of 
92,000 population. 


Total income is 54% above average. In- 
come per capita ($2,217) is $195 above 
Fairfield County—$295 above the State, 
$794 above the U.S. Family income 
($7,658) is $491 above the County—$825 
above the State, $2,572 above the U.S. 
Throughout the entire trading area of 
92,000 people, family income averages 
$7,167. 

THE NORWALK HOUR, with dominat- 
ing circulation in this high income area, 
is the surest way to get more sales for 
your advertising dollars. 15,252 daily cir- 
culation—91% coverage of the city zone 
homes, 55% of the entire trading area. 


The Norwalk Hour 


Norwalk, Conn. 


Represented by 
The Julius Mathews Special Agency, Inc. 


YOU ALWAYS GET MORE 
IN MIDDLETOWN 


You will get more sales if you put more 
advertising to work. People respond ac- 
cording to how much they know about 
you—how much they believe in your 
products. 


Income is high—$7553 per family— 
$720 above state and $2467 above 
U. S. average. 


We'll do our share by publishing a top- 
notch newspaper that is read in prac- 
tically every home—but the selling job 
is strictly up to you. 


1953 retail sales in both the county and 
city are up again—that’s because more 
manufacturers used more advertising— 
it’s just that simple. 

No combination of incoming non-local 


papers can come anywhere near equaling 
the coverage of The Press. 


“Yu Always Get More 
In Middletown” 


THE MIDDLETOWN PRESS 


. MIDDLETOWN, 


The Most Important Part 


Stamford, as measured by family 
income is the most important part 
of the Bridgeport-Stamford-Nor- 
walk Metropolitan County Area. 
And don’t forget that this area 
ranks 2nd in U. S. 


Stamford’s family income is 
$8282 compared to Bridgeport’s 
$6572 and Norwalk’s $7658. 
Families buy more when they 
have more. 


When you are considering this 
area remember Stamford offers 
the best sales opportunity in Fair- 
field County. 


The Stamford Advocate is the pre- 
ferred way to reach this preferred 
market where top buying income 
means more more profits. 


STAMFORD ADVOCATE 


Stamford, Conn. 


sales 


Represented by The Julius Mathews 
Special Agency, Inc. 


LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW? 


Proof that advertisers are sold on news- 
paper supplements—more than 80% of the 
100 leading national advertisers in 1952 
used supplement advertising. Proof that 
supplement advertisers are sold on the 
Louisville Courier-Journal Magazine—in 
1952 advertising linea: jumped to a 
record high of 1,500, ore than car- 
ried by any other Sunday supplement. 


Send for your free copy of a new factual 
study of newspape- supplements. Write 
to: Promotion Depa ‘tment, The Courier- 
Journal, Lovisville 2, Kentucky. 


* THE LOUISVILLE 


Conrier-Zournal 


SUNDAY MAGAZINE 
Sunday CouriemJournal Circulation 303,- 
238 « Member of The Locally-Edited 
Group « Represented Nationally by The 
Branham Company. 


RETAIL SALES FORECAST 
(S.M. Forecast for March, 1954) 
City 
City City Nat'l 
Index Index Index 
1954 1954 1954 
vs. vs. vs. 
1939 1953 1953 


Connecticut (cont.) 


%& New London .. 389.2 113.9 
%& Stamford . 439.6 102.4 
Waterbury . 3434 991 


Delaware 


& Wilmington . 380.0 102.8 


District of Columbia 
% Washington 364.8 100.6 


Florida 


%& Jacksonville .... 

& Miami 

%& Orlando 

w& Pensacola a 
St. Petersburg . 

%& Tampa 


Georgia 

%® Albany 

® Atlanta 
Augusta 
Columbus 
Macon 

%& Savannah . 


Hawaii 
& Honolulu 


Idaho 


Boise 


Illinois 
%& Bloomington 
Champaign- 
Urbana 
%& Chicago 
Danville 
Decatur .... 
East St. Louis . 
Moline-Rock 
Island-E. Moline 
%& Peoria 
%& Rockford 
& Springfield ..... 


Indiana 

w Evansville ...... 

& Fort Wayne 

& Gary 

& Indianapolis 

& Lafayette 

& Muncie 

*% South Bend 
Terre Haute 


lowa 
Cedar Rapids .. 
%& Davenport 
& Des Moines 
Dubuque 
Sioux City 
*& Waterloo 


Kansas 
Hutchinson .... 
Kansas City ... 
Topeka 
Wichita 


$ 
(Million ) 
March 
1954 


BIDDEFORD-SACO 


with 
$50,270,000 total income 
$32,200,000 retail sales 


is heads and shoulders above the 
state average in just about every- 
thing. 


Family income averages $5,586 
compared to $4,625 for the state 
. . . family sales average $3,567 
compared to $3,424 for the state 
... food sales average $1,389 com- 
pared to $1,041 for the state and 
so it goes. . 


The Biddeford Journal, read in 
95% of the homes, is your best 
introduction to a big sales pro- 
gram. It’s your best buy in Maine. 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 


lt Takes 
Money To Buy 


Taunton isn’t the largest market in 


sristol County, Massachusetts, but 
it’s your best sales target because it 
has the highest per family buying 
power of the three largest markets. 


Taunton families have an _ in- 
come of $5,172 which is $478 
above Fall River and $747 above 
New Bedford. 

There is less sales resistance—you 
get more sales per dollar invested. 
The Gazette, than 
90% of all Taunton families, gives 


reaching more 


you that big sales lift . . . balances 
out other not-so-profitable markets. 
In Massachusetts, Taunton is a 
“must” if you really want to make 
your sales quota.” 


Taunton Gazette 
Taunton, Massachusetts 
Established 1884 
Represented by The Julius Mathews 
Special Agency, Inc. 
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RETAIL SALES FORECAST 
(S.M. Forecast for March, 1954) 
City 
City City Nat'l. 
Index Index Index $ 
1954 1954 1954 (Million) 
vs. vs. vs. March 
1939 1953 1953 1954 
Kentucky 
Lexington 376.7 98.0 ‘ 10.17 
& Louisville 422.4 100.3 . 45.11 
Paducah 488.2 . ; 5.81 


Louisiana 
%& Baton Rouge ... 578.0 ‘ . 13.12 
Lake Charles .. 532.6 
Monroe- 
West Monroe . 464.8 
New Orleans ... 419.0 
& Shreveport .... 451.2 


Maine 

Bangor . 310.9 
& Lewiston-Auburn. 335.6 
& Portland 322.5 


Maryland 

& Baltimore 357.2 
Cumberland ... 275.9 

& Hagerstown .... 341.5 


Massachusetts 
Boston 
Brockton ... 
®& Fall River .... 
& Holyoke 
Lawrence 
Lowell 
Lynn 
New Bedford .. 
Pittsfield 
*& Salem 
%& Springfield .... 
Worcester 


The Berkshire Evening Eagle reaches 
78%, of the families in Berkshire 
County* ... and these families spend 
more than any other metropolitan 
county area in the state. 


Compare this 78°, coverage with 
the leading weekly magazine with 
18°, or monthly magazine with 12%. 
Here's a sample of spending—Retail 
Sales per family $3876—Food Sales 
$1055. It's no wonder that family for 
family it's the most responsive mass 
market in the state. 


The Berkshire Eagle with 100% cov- 
erage of the city zone and 78°%,* of 
the entire county is the sure way to 
get results. 


THE BERKSHIRE 


EAGLE 


PITTSFIELD, MASS. 


Represented by 
The Julius Mathews Special Agency, Inc. 


* North Adams & Adams not included. 
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The PORTLAND, MAINE Market 


is a Nine County Sales Area 


64%' 


OF ALL THE 
DRUG SALES IN THE 
STATE OF MAINE 
ARE CONCENTRATED 
IN THESE NINE 
SOUTHERN 
COUNTIES 


vrai $20,805,000 


_ Survey of Buying Power 


1952 DRUG SALES 


Sales Management's Test Market Survey, Nov. 1953 rates Portland as 
one of the best test markets in the county: 


Ist for all cities in Maine 

Ist in New England for cities in 75,000 to 150,000 population group 
3rd_ in New England for cities of all sizes 

6th in U.S. A. for cities in 75,000 to 150,000 population group 

18th in U.S. A. for cities of all sizes. It ranked 75th in 1950. 


The PORTLAND newspapers give you 94% coverage of the 
city and retail trade zone and 52% of the entire nine counties. 


78,164 circulation daily . . . 87,243 Sundays 


PORTLAND, MAINE 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 


Represented by The Julius Mathews Special Agency, Inc. 


AND ANOTHER 
SPACE BUYER 
BIT THE DUST 


They tell the story of Old Wrong 
Way Flanagan who went a huntin’ 
sales with a one-legged nag and a 
water pistol. Between hops, he 
squirted with great zeal but nothing 
played dead but his spirit. 

Old Flanagan ain't been heard 
from in these parts since. 

Good space buyers are scarce, so 
don't YOU go makin’ the mistake of 
trying to sell Salisbury-Rowan from 
the outside. 

All outside newspapers (metropoli- 
tan state that is) combined have less 
than 3000 circulation in Salisbury- 
Rowan. 


The POST gives you well over 
16,000 . . . and the kind of 
circulation that SELLS! 


THE SALISBURY POST 


me WA y 


WARD-GRIFFITH COMPANY 
Representatives 


The odds are in 
your favor 


Because the families in the 
Little Falls area are accus- 
tomed to better living, your 
chances of selling more at 
lower cost are also better. 


Take family food sales for 
example: 


Little Falls $1,407 
Herkimer County 1,024 
New York State 1,096 
U.S. A. 879 
With a record like this you 
can be sure that a schedule 
in the Times, reaching 75% 
of the entire market area of 
30,000 people, guarantees 
bigger profits in 1953. 


Little Falls Times 


Little Falls, N. Y. 


Represented by The Julius Mathews 
Special Agency, Inc. 


RETAIL SALES FORECAST 


(S.M_ Forecast for March, 1954) 


Michigan 
%& Battle Creek ... 
Bay City 


& Grand Rapids .. 

%& Jackson 

%& Kalamazoo 
Lansing 
Muskegon 
Pontiac 

%& Port Huron 

%& Royal Oak- 

Ferndale 
%& Saginaw 


Minnesota 
Duluth 
Minneapolis 
St. Paul 


Mississippi 


Jackson .. 


Missouri 
Joplin 
Kansas City ... 
St. Joseph .... 
%& St. Louis 
Springfield 


Montana 
Billings 
Butte 
Great Falls 


Nebraska 


* Lincoln 


New Hampshire 


Manchester 


New Jersey 
Atlantic City .. 

*& Camden 

& Elizabeth 

% Jersey City- 

Hoboken 

& Newark 

& Passaic-Clifton 

& Paterson 

*® Trenton 


New Mexico 


& Albuquerque . 


New York 
*& Albany 
Binghamton 
& Buffalo 
& Elmira 
w& Hempstead 
Township . 


%& New York 


City 
Index 


City 
Index 
1954 

vs. 
1953 


100.8 
99.5 
98.8 

106.6 

103.5 

113.0 

106.7 
96.2 
92.2 
97.5 

104.1 


108.7 
104.5 


City 
Nat'l. 
Index 
1954 

vs. 
1953 


$ 
(Million) 
March 
1954 


RETAIL SALES FORECAST 
(S.M, Forecast for March, 1954) 
City 
Nat'l. 
Index $ 
1954 (Million) 
vs. March 
1953 1954 


City 
Index 
1954 

vs. 
1939 


City 
Index 
1954 

vs. 
1953 
376.1 

360.0 
314.4 
405.1 
- 364.9 


%& Niagara Falls .. 

Ww Poughkeepsie ... 

& Rochester 

%& Rome 
Schenectady 

& Syracuse 
Troy 

& Utica 


104.0 
106.1 
101.5 
101.3 

97.3 
100.8 

97.1 
106.2 


104.0 
106.1 
101.5 
101.3 

97.3 
100.8 

97.1 
106.2 


10.87 
8.28 
43.58 
3.97 
13.32 
30.42 
9.25 
13.05 


North Carolina 
Asheville 
Charlotte 
Durham 

%& Greensboro 

% Raleigh 

*® Salisbury 
Wilmington 

& Winston-Salem 


433.0 
- 654.6 
456.3 
356.0 
- 425.8 
- 402.1 


North Dakota 


%& Akron 

*® Canton 

* Cincinatti 
& Cleveland 
%& Columbus 
*& Dayton 

%& Hamilton 


102.9 
104.0 
103.8 
104.8 
104.2 
103.7 
104.7 


Keen Readers... 


.., are portrayed in the Ford 
Foundation report that 88% 
of the adults of Norristown 
read the NORRISTOWN 
TIMES HERALD. 


Keen Advertisers... 


are reflected in the big 
1953 total of 1,210,771 lines! 
Their selling ace is the mov- 
ing local force of the TIMES 
HERALD. 


Montgomery County’s 
Great Home Newspaper 


Gimes Aerald° 
NORRISTOWN. /& 


Represented Nationally by 
The Julius Mathews Special Agency 


SALES MANAGEMENT 


1 OF NORTH CAROLINA'S 
3 BUSINESS VOLUME... 


That includes Re- 

tail Sales... Auto- 

motive Sales . 

Buying Income . . . Food and Drug 
Sales. Many Advertisers are now 


ONLY Morning-and-Sunday News- 
paper in the entire 33 county area. 


117,496 Morning 
126,087 Sunday 


(Publisher's Statement to ABC, 9/30/53) 


e 


News and Observer 
MORNING & SUNDAY 
Raleigh, North Carolina 


No. 1 Salesmaker in the 
“Golden Belt of the South” 


Rep: The Branham Company 


Which Twins 
Won the Toni? 


Jan. 1, 2:40 a.m. Twin 
girls — and a Woonsocket 
father becomes eligible to 
enter them for Toni's sixth 
annual Twin-Girl Derby. But 
despite a costly “national” 
advertising campaign, he does 
not know such a contest exists 
until he reads it in the CALL! 
The paper gives details, handles 
his entry, and helps “bring 
home the bacon"’—a $500 
award! Moral: to get action 
in Woonsocket, tell your story 
at the /oca/ level through the 
— one-and-only local daily, 
the 


Vo 


Zz 


ll 


Mu 


ZZ 


oa 


\ \ 


WOONSOCKET 
CALL 


led 


Representatives: Gilman, Nicoll & Ruthman 

Affiliated: WWON, WWON-FM 
COVERS RHODE ISLAND'S : 
PLUS MARKET 3 


A MM WWW 


MARCH I, 


MAM 


1954 


NJ } 


MMMM 


RETAIL SALES FORECAST 
(S.M. Forecast for March, 1954) 
City 
Nat'l. 
Index $ 
(Million) 
March 
1954 


City City 
Index Index 
1954 1954 

vs. vs. 
1939 1953 


Ohio (continued) 


*& Lorain 


*& Mansfield 
Middletown ... 
% Portsmouth .... 
Springfield .... 
& Steubenville ... 
*& Toledo 


| je Warren 
placing their "A" Schedules in the | 


| je Zanesville .... 


Oklahoma 


Youngstown... 


Bartlesville .... 
Muskogee 
Oklahoma City . 


| ge Tulsa 


| Oregon 


Eugene 
Portland 


| *& Salem 


| Pennsylvania 


Allentown 
Altoona 


% Bethlehem .... 
| we Chester 
| we Erie 


Harrisburg .... 
Hazleton 


| ge Johnstown .... 


Lancaster 


| j& Norristown .... 
| ye Oil City 


*% Philadelphia ... 
Pittsburgh .. 


| ge Reading 


Scranton 
% Wilkes-Barre ... 
Williamsport ... 


Rhode Island 


Providence .... 
Woonsocket ... 


285.3 
295.5 


South Carolina 
Charleston . 

*& Columbia 
Greenville .... 
Spartanburg ... 


8.74 
13.82 
9.44 
7.06 


Newport, R. |. Market 


When - advertise 

to people with money 

you just can't lose. 
Newport's family income of $6,341. 
tops every city and county in the 
state . . . $1,070. higher than Rhode 


Island and $1,255. above the United 
States average. 


Sell this high-income market through 
Newport County's only daily. 


The Newport Daily News 


NEWPORT, R. I. 
Rep.: The Julius Mathews Special Agency 


Facts Prove 
that Altoona 
is a Pay-off 
Market for 
Advertisers! 


ALTOONA'S Income 
Distribution a Natural 
for HARD . SELLING 
of Staples and Other 
Products 
Whether you're pushing sales of 
every-day necessities or the higher 
priced durables, income distribu- 


tion in the Altoona Metropolitan 
Area promises you a husky plus. 


ALTOONA'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


Elltoona 


Only the 
Globe-Times 


covers 
Bethlehem... 
.. key city of 


34 largest 
market! 


Pennsylvania's 


The Bethichem Siobe-Times 


Rolland L. Adams, President 
De Lisser, Inc., national representatives 


93 


in | the nation 


in income 
per household 


An average annual income of $6,575.00 
per ond Dane 
county; an eight county retail sales 
total of $425 million — sell it best 
with central Wisconsin’s first television 
station. 


™ hald for Madi 


MADISON, WIS. 


HEADLEY-REED TV 


BIG STORY 


in a 
small ad 


296,000 watts 
power to 538,480 
families with 
233,374 TV sets 
in 63 counties 


WSLS-TV 


Channel 10 Roanoke, Virginia 
National Representative 


Avery-Knodel, Inc. 


RETAIL SALES FORECAST 
(S.M_ Forecast for March, 1954) 
City 
City City Nat'l. 
index index index $ 
1954 1954 1954 (Million) 
vs. vs. vs. March 
1939 1953 1953 1954 


South Dakota 


Aberdeen 
Sioux Falls 


Tennessee 

%& Chattanooga 

*% Knoxville 
Memphis 

& Nashville 


Texas 
Abilene 
Amarillo 
% Austin 
Beaumont 
Corpus Christi . 
* Dallas 
% El Paso 
Fort Worth .... 
Galveston 
Houston 
Laredo 
Lubbock 
Port Arthur 
San Angelo .... 
San Antonio ... 
Texarkana 


Wichita Falls .. 


Utah 
Ogden 
% Sait Lake City 


Vermont 
Burlington 
Rutland 


Virginia 
Danville 

& Lynchburg 
Newport News .. 
Norfolk 

%& Portsmouth 
Richmond 
Roancke 


Washington 


%& Bellingham 


& Seattle 
Spokane 
Tacoma 

% Yakima 


West Virginia 

& Charleston .... 416.2 
Huntington 

*& Wheeling 


Wisconsin 
Appleton 
%& Green Bay 

*& Kenosha 
*& La Crosse 

%& Madison 

*& Milwaukee 

& Oshkosh 
Racine 

& Sheboygan 
Superior 


RETAIL SALES FORECAST 
(S.M. Forecast for March, 1954) 
City 
City City Nat'l. 
Index Index Index $ 
1954 1954 1954 (Million) 
vs. vs. March 
1953 1953 1954 


CANADA 101.0 100.0 
Alberta 


% Calgary 
*% Edmonton .... 


British Columbia 
Vancouver .... 438.7 
Victoria 


Manitoba 


Winnipeg 


New Brunswick 
Saint John 


Nova Scotia 
Halifax 


Ontario 
% Hamilton .... 
%& London 
Ottawa 
% Toronto .... 
Windsor 


Quebec 


Montreal 


Saskatchewan 
%& Regina 


Manufacturers’ 
Sales Representatives 


Hardware Appliances 
Industrial Supplies 


Representatives and Warehouses 
in Principal Southern Cities 


ESTABLISHED 1913 


SALES SUPERVISOR 


Large, nationally known lithog- 
rapher has an opening for a top 
flight sales supervisor in the New 
York City area. Must have thor- 
ough knowledge and sales experi- 
ence in multi-color, lithographed, 
advertising and sales promotional 
material. Sales management experi- 
ence is desirable. Unusual oppor- 
tunity for the right man. Send 
complete resume of experience, 
qualifications and starting salary 
required to Box 3030. Replies will 
be held in strict confidence. 


SALES MANAGEMENT 


Advertising Checking Bureau 
Agency: Harris & Bond, Inc. 
Advertising Trades Institute 
Agency: James R. Flanagan 
Advertising Agency 
Aero Mayfiower Transit Co. ............. 
Agency: Sidener & Van Riper, Inc. 
a Express 
sy ncy: Robert W. Orr & Associates 
Air Force Daily 
Agency: Clinton D. Carr & Company 
Air Force Ti 
Agency: Clinton D. Carr & ey 
Akron Beacon Journal ....... jee 
Agency: Phil Di Nuoscio Advertising 
Altoona Mirror . 


Agency: Fred Sider, 
American Tele 

(Long Lines 

Agency: N. W. Aver & Son, Inc. 
American Weeki 


ency: Cecil 
onl 


Army Times . . 

Agency: Clinton D. Carr & Company 
Artkraft Sign Com any 

Agency: 
Aviation Age 

Agency: Ae Advertising Company 


Batten, Barton, Durstine & Osborn, Inc. 
Bell & Howel 

Agency: MeCann- een, Inc. 
Bethlehem Globe Times 

Agency: Harvey B. Nelson, Advertising 
Biddeford Journal 
Buffalo Courier Express 

Agency: Baldwin, Bowers & Strachan, 
Buffalo Evening News 

Agency. The Moss Chase Company 


Capital Airlines 
Agency: Lewis Edwin Ryan 
Chicago Daily News 
Agency: Patton, Hagerty & Sullivan, Inc. 
Chicago Thrift Etching Corporation 
Agency: Lamport, Fox, Prell & Dolk, Inc 
Chicago Tribune 4th Cover 
Agency: N. W. Ayer & Son, Inc. 


The Davenport Times Democrat 
Re he L. W. Ramsey Advertising Agency 
. B. Davis Corporation 27 
a Manhattan Advertising 
Delano Studios 


Agency: Burke Dowling Adams, Inc. 
Detroit Free Press 

Agency: Livingstone Porter Hicks 
Detroit News ° 

Agency. W. B. pie 5 Canpety 
Dun & Bradstreet, Inc 


John T. Everett & Company 


Fort Worth Stor Telegram 
Agency: Rowland Broiles Company 


Good Housekeeping 

Agency: Anderson & Cairns, Inc. 
James Gray, Inc. 

Agency: Hickey & Murphy, Inc. 
Goscaiove amet ye 


The Schuyler Hopper Compan 
Houston "Chronicle ee 


Agency: Zimmer McClaskey Advertising — 


Market Statistics 
McCall's Corporation 
Agency: Cunningham & Waish, Inc. 
McClatchy Newspapers 
Agency: J. Walter Toomeeee Company 
McGrew Hill Publishing Company 
Agency: Fuller & Smith & Ross, Inc. 
H. Meinhardt & Company 
Agency: Louis Block — Agency 
Middletown Press 


MARCH 


ADVERTISERS’ INDEX 


Military Market . 
Agency. Clinton D. Carr & Company 
Minneapolis Star & Tribune . 
Agency: 7. Barton, Durstine & 
Osborn, 
Moline Dispatch-Rock Island Argus 
Agency: Clement T. Hanson 
Meee ublishing Company . 
Mutual Don Lee 
Agency: R. W. Webster 


Nascon Products 
Agency: H. B. Humphrey, Alley = 
ichards, Inc. 
National Business Publications .. 
shag M. > Coane canpeny 


Newark 
New Beatord gy ety 


Agency: Franklin Spier, Inc. 
Norristown Times Herald 

Agency. The Wm. H. H. Neville Company 
Norwalk Hour 


Omoha World Herald 
Agency: ony & Jacobs, Inc. 
os Dail Y Newspapers 
ency: Robert Hammond & Associates, ‘Inc. 
ms. ids of Hawaii, Inc. 
Agency: The Shaller-Rubin Company, Inc. 


Passaic Herald News 
Portiand Press Herald Express 
Penton Publishing Company 

Aaency: Beaumont, Heller & Sperling, Inc. 
Sunday Pictorial Review 

Agency: Charlies W. Hoyt Company, Inc. 
The Pioneer Rubber Company 

Agency: Carr Liggett Advertising Inc. 
Pittsfield Berkshire Evening Eagle 
Practical Builder 

Aagency: Hal Stebbins, Inc. 
Product Engineering 

Agency: Klau-Van Pietersom-Dunlap 

Associates, Inc. 

Purchasing 

Agency: Hazard Advertising Company 


Raleigh News & Observer 
Agency: George Warner, Advertising 
Remington Rand, Inc. ......... ° 
Agency: Leeford Advertising 
Reynolds Metals Company 
Agency: Buchanan & Company, Inc. 
Roanoke Times & World News 
Agency: The Gasman Levin Company 
Ronald Press Company 


Sales Tools 

Aaency: George F. Koehnke, Adv. 
Salisbury Post 

Agency: The J. Carson Brantley 

Advertising Agency 

Seagram-Distillers Corporation 

Agency: Roy S. Durstine, Inc. 
Stamford Advocate 
Steel Magazine 

Agency: Beaumont, Heller & Sperling, Inc. 
Sweet's og oy > Service 


Utilization ... wre 
homey: Henry 4, “Kaufman & Associates 

U.S. Printing & L aph Company .... 
Agency. Kamman—Mahn, Inc. 


Station tyre 4 ( 


wragency. Lowe a. Company | 
A we oo yh . ss 
enc a vertis sh 

tation Ww SLS IR (Roanoke) . 
Wall Street Journal 

Agency: — & Jacobs, Inc, 
Woonsocket 

Agency: Gordon Schonfarber & Associates 


Zippo Manufacturing Company 
Agency: N. W. Ayer & Son, Inc. 


1 Can Deliver Fabulous 


HOUSTON 


With the Texas Gulf Coast, population and 
industry, its the fastest growing arma in U.S. 

. Powerful one man force—cajable of any- 
thing—seeks new association . _ . Financially 
sound, young, well-known, zealous, seasoned 
executive with valuable contacts in every field 

. Successful accomplishments in marketing, 
sales, advertising, promotion and administra- 
tion . . . For complete resume write L. E. 
Draper, 8702 Linkpass, Houston. 


THE PRINTSLY GIFT 


Choose, use 
DELANO 
PRINTS 
DELANO STUDIOS 


31 East 18th Avenue 
Denver 2, Colorado 


Specializing in Unusual Gifts of Distinction 


Let “ROVER” 
THE REMINDER 


BE YOUR 

GOOD WILL 

AMBASSADOR 
He makes Friends — 
Clinches Orders. Cute 
Desk Novelty — Sec- 
retary everyone loves 
to receive. Rover re- 
minds you of Phone Calls, Appoint- 
ments, Letters, Anniversaries, etc. He 
grips memos in his mouth and papers 
between his knees. Latest Wrought 
Iron Finish, Ornamental for home or 
office. Clicks every time. Gets action. 
Boxed & Mailed $1.25 ea., Ppd. Your 
ad imprinted on Neck Tag FREE in 
lots of 50. Special quotation on larger 
lots. 


H. MEINHARDT & CO., Inc 
Gift Specialists 
4224 Lincoln, Chicago 18, Ill. 


SALES SUPERVISOR OR MANAGER 


National Organization desires man with 
interest or experience in direct-to-con 
sumer type of operation. Excellent op 
portunity for aggressive idea man to 
join fast-growing young organization for 
position in New York or Eastern United 
States. Guaranteed Salary plus bonus 
with earnings up to $25,000 yearly 
better. All replies will be held stri 
confidential. Write giving full particu 
and phone number, to W. C. Cook 


Vita Craft Corp. 
Williamsport, Pa. 


WANTED 
MERCHANDISE MANAGER 


We are seeking a merchandise manager whose tal- 
ents lie in ‘‘point of sale’ merchandising, It would 
help to have a knowledge of development of both 
product and package, Must have ability to crea‘e 
sales stimulus to attract impulse buying, Cen you 
prove factually your success story during the past 
five or ten years? Can you prove that you con- 
tributed substantially to sales increase and prof- 
its? We want a merchandise manager with a 
high batting average in successful merchandising. 
Starting salary in the bracket for top men. Excel- 
lent opportunity for early increased earnings in 
eluding profit sharing. You must have ambition 
and drive. We will supply plenty of backing with 
the right tools and opportunity for you to demon 
strate your talents. It is most important you sup 
ply full information covering your success story. 
We are the fourth largest cookie and cracker 
manufacturer in America with over twenty-five 
years success, Chicago headquarters. Distribution 
in middle western states only. Application will be 
treated strictly confidential, 


SCHULZE AND BURCH BISCUIT CO. 
1133 West 35th Street 
Chicago 9, Illinois 
Attention: E. F. Chambiess, President 


THE SCRATCH PAD 


By T. Harry Thompson 


John Dryden was born in 1631, 
but he knew the score. Witness: 
‘.. but far more numerous was the 
herd of such, who think too little 
and who talk too much.” Guilty as 
charged, Your Honor ! 


I liked the symposium in SM on 
“Good Old-Fashioned Selling.’”’ One 
way to sell old-fashioneds is to stop 
making them like fruit-salads. 


Asks Thomas Register: “Are you 
interested in inquiries that result in 
sales?”” You can answer that without 
hiding behind the Fifth Amendment. 


NBC Television says: ‘Daytime 
dollars buy more.” Except when you 
send a night letter. 

. 

Finland’s Jean Sibelius is 88 and 
England’s Sir Winston is 79. Both 
are confirmed cigar-smokers, in case 
the cigarette-controversy has you 
worried. 

o 


The ad headed: “If you took care 
of your car the way we do United 
Air Lines Mainliners” ought to make 
you feel safer in the air, too. 


s 

Continental Can talks about ‘The 
Packaging Revolution.” It accounts 
for a lot of turnover in super markets. 

. 

Our proofreader refuses to believe 
that Poor Richard spelled it “‘Al- 
manack.”’ 

- 


Nit—“You say you went to Prince- 
ton?” 

Wir—"“Yeah; but I left right after 
the football game.” 


Raise: The important letters in 
“praise.” 


96 
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On the 50th anniversary of man’s 
conquest of the air, 1 wondered how 
the Wright Brothers would have felt, 
to know that one of the things has 
now flown at twice the speed of 
sound! 

e 


Incidentally, you can fly above the 
clouds cold sober and still be higher 
than a kite. 

e 


Looking back, it was some sort of 
first when one of my Christmas cards 
came without a stamp, and I had to 
give the postman three cents. 


No mean raconteur himself, Irvin 
Cobb once defined a good story-teller 
as one who has a good memory and 
hopes other people haven't. 


I just learned that one of the top 
men in Purofied Down Products 
Corp., Burbank, Cal., is Jack Puro. 


That makes the trade name a natural. 


Tessie O’Paque says they called 
this gal “Geranium’’ because she’s a 
born stinker. 


Ecce Signum! Dep’t: James George 
reports a sign on the Easton ( Pa.) 
Pike reading “Pig’s Dinners.” Check- 
up reveals they are giant, economy- 
size banana-splits, served in tiny pig- 
troughs. And I saw a sign on an 
orange-bin: “Calf. Navels.” 


“20c Fare Starts in Pittsburgh.” — 
Headline. Who remembers when you 
could get six trolley tickets for a 
quarter? 

. 


The twenty-one Americans 

Who chose the Iron Curtain, 
Will come to grief is my belief, 
And, Brother, that’s for certain! 


Gossip: A person with a_ well- 
developed sense of rumor.—Crypto- 
gram. 


A recent cocktail party reminds me 
of one of FDR’s favorite stories. He 
had a theory that nobody, but no- 
body, listens at a cocktail party, so 
one afternoon he tried it out. As each 
person came up to him, he put out his 
hand and said: “I murdered my 
mother-in-law this morning.” 

About eight persons reacted as the 
President felt they might: Shook 
hands and said: “Thank you, Mr. 
President.” But the ninth was listen- 
ing. FDR said: “I murdered my 
mother-in-law this morning,” and 
this bird came right back with: “She 
had it coming to her!” 


In The Daily Review, Clifton 
Forge, Va., Bill Ritt quotes Facto- 
graphs: “Centipedes vary in number 
of legs from 30 to 200.” Then com- 
ments: “Now, that’s what we call a 
real footnote!” 


“Don’t worry about finding your 
station in life,” reassures Orville 
Reed. “Someone will tell you where 
to get off.” 


A lot of live wires would be dead 
ones if it were not for their connec- 
tions, it says here. 


The saddest words 
Of tongue or pen: 
“We just sold Junior’s 
Buggy when—.” 
—Imp. 


Pittsburgh’s Louise Surgison says 
the recent appearance of inflatable 
bras leads her to believe the girls are 
putting on airs. 


Aside to Don Raihle: Are you run- 
ning a clip-joint on the side? Well, 
anyway, thanks for the Garden Club 
rose-snippers. A rose-snipper by any 
other name would still be welcome. 


DRUGSTORE BLONDE: Bleachhead. 


Safety slogan: Watch that acceler- 
ator; it’s loaded! 


SALES MANAGEMENT 
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Delta-C&S airFREIGHT 


speeds modern threads 


fo flying fingers ' 


Coats and Clark’s “O.N.T?’ famous threads rely on 
over-night delivery by Delta-C&S airFREIGHT 
to keep dealer inventories level and sales soaring 
on fast-moving items. Traffic Manager H. R. 
Steffen sums up results this way: 


“We believe this service to our outlets via 
fast, dependable Delta-C&S produces invaluable 
goodwill. In introducing new items it often fills 
an indispensable role by insuring the presence of 
adequate stocks when a sales campaign is 
scheduled to get underway.” 


Delta-C&S airFREIGHT is economical, too. 
It reduces your need for capital, and working 
capital works harder. Chance of loss or damage 


is lowest of all forms of transport. On packing 
costs alone, users report savings up to 50%. Ask 
us about the 12 ways you save. 


From thread to machinery, “success story" 
products use Delta-C&S airFREIGHT 

to expand markets, speed sales, 

cut costs. Find out what flying 

freight can do for you! 

Call your local Delta-C&S man, 

or write fo... 


General Offices: Atlanta, Georgia 


All Delta-C&S Flights Carry airFREIGHT 


YO’. GET more buying action from your 
advertising when you piace it in the medium 
from which, more than any other, people get 
their buying ideas. And, on the basis of 
results, that medium is the newspaper. 

Thru the newspaper, to a degree unequalled 
by any other medium, people get the stimulus 
and satisfaction they seek. It is their primary, 
and for most their exclusive, source of the in- 
formation, direction and help they want in 
order to get more out of life. 

As Chicago’s most dynamic newspaper, the 
Tribune is bought, read and bought from by 


hundreds of thousands more families than are 
reached by any other Chicago newspaper. 
Their buying attracted to the Tribune during 
the twelve months ended Dec. 31, 1953 more 
than $58,000,000.00 in advertising. 

A Tribune representative will be glad to 
discuss with you a plan that will help you 
build a consumer franchise for your brand 
among Tribune readers that will increase your 
sales and give you a stronger position in the 
multi-billion dollar Chicago market. Why not 
ask him to call today, while the matter is fresh 
in your mind? 


San Francisco Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Bivd. 


Chicago New York City Detroit 
ee hes A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220. 42nd St. Penobscot Bidg. 


